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EXECUTIVE SUMMARY

This report presents major findings from the Fall 1997 administration of the Youth
Attitude Tracking Study (YATS). The report covers demographic characteristics,
active and Reserve enlistment propensity, awareness of military advertising, recruiter contact, sloga-n

recognition levels, and media habits and Internet usage of American youth.

Since 1975, the YATS survey has been conducted to provide military manpower officials
and members of Congress with data on the future plans and military perceptions of American youth. The
Fall 1997 administration collected this data during 30-minute interviews with over 10,000 nonprior
service youth between the ages of 16 and 24. Youth were selected using a list-assisted random digit

dialing (RDD) method. Interviews utilized the computer assisted telephone interviewing (CATI)
methodology.

YATS Demographic Profile

he YATS population can be described through demographic indicators such as age,
Trace/ethnicity, school status, employment status, marital status, and geographic region.

Most of these indicators (except race/ethnicity and region) are related to the age of the youth. Over one-
half of all 16-17 year old males (62 percent) and females (56 percent) were nonsenior high school
students. Postsecondary or graduate students composed the largest education group among 18-24 year-
olds. The percentage of youth currently employed increased with age among males, regardless of
education status. This pattern was much less clear among females. Employment was also generally .
higher among males not currently in school than among the corresponding group of females. Two-thirds
of the population are White non-Hispanic; an additional 15 percent are Black non-Hispanic, and 14
percent are Hispanic. Over one-third of the YATS population reside in the South. As is to be expected,
the percent of the population currently married is positively related with age. Marital rates are also

higher for females than for males within each age group.

Enlistment Propensity — Active and Reserve

hroughout its administrative lifetime, the primary focus of YATS has been enlistment
propensity. YATS measures of active duty propensity are based on the questions:
“How likely is it that you will be serving on active duty in the [Army, Navy, Marine Corps, or Air
Force]?” Active composite propensity, the percent who say they will “definitely” or “probably” enter at

least one of the Services, was relatively high in 1992 and has declined since. This decline was especially
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steep among Black youth. Marine Corps propensity showed a relatively slight decline. Propensity
among females declined from 1996 to 1997.

In 1997, 21.2 percent of males and 8.9 percent of females expressed a likelihood of
enlisting in one or more of the active Military Services. Propensity was higher for the Army and Air
Force than for the other Services, and was lowest for the Coast Guard. Propensity measures in 1997
were comparable for Blacks and Hispanics, and both displayed significantly higher levels of propensity
than did White youth.

Reserve propensity is measured by the YATS question which asks all youth: “How likely
is it that you will be serving in the [National Guard or Reserves]?” Reserve propensity among males
has not changed significantly since 1994. Reserve propensity among females followed the lead of results
for active propensity, declining significantly in 1997 after having remained relatively stable since 1992.
In 1997, 16.5 percent of males and 6.9 percent of females expressed positive composite Reserve
propensity. There continues to be a negative correlation between composite Reserve propensity and age.
Propensity remained higher for the Reserve than for the National Guard among both males and females.
Army National Guard propensity also remained higher than Air National Guard propensity. Among
males, propensity for the Army Reserve was consistently higher than that for the other Services.

In general, active composite propensity is higher among younger males and females than is
composite Reserve propensity. This difference is more striking among males than among females.
Males generally show higher levels of propensity than do females, propensity decreases with age, and

propensity is higher among Black and Hispanic youth than among White youth.

Awareness of Military Advertising

ATS measures awareness of military advertising by asking youth if they recall seeing

Yor hearing any military advertising within the past year. Awareness of military

advertising remained relatively unchanged in 1997. Approximately 87.4 percent of males and 86.7
percent of females recalled military advertising. Males had higher levels of Service-specific advertising
recall than did females. More youth recalled Army advertising than any other Service’s advertising.

Recall was next highest for Marine Corps advertising.
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There was a significant decline in recall of Joint Service advertising—advertising which
names each Service. Both males and females displayed a decline in Joint Service advertising, with the
levels the lowest in five years. Males and females did not differ significantly in Joint Service advertising

recall. : _

. Neither males nor females displayed age-group differences in general advertising recall.
Both males and females showed a positive relationship between recall and educational achievement.
Advertising awareness was significantly higher among Whites than among Blacks and Hispanics.
Among both males and females, recruiter contact rates were significantly higher among youth recalling

military advertising than among those who did not.

Military Slogan Recognition

outh were asked to identify slogans used by the Services in their advertising

Ycampaigns. Trends since 1992 showed higher recognition levels among males than

females, although the rank order of slogans by recognition level has been similar for males and females.
On the whole, slogan recognition decreased in 1997. The Army slogan Be All You Can Be showed a
slight increase in recognition, and continues to be the most recognized military slogan. Recognition was
also high for the Air Force slogan Aim High and the Marine Corps slogan The Few. The Proud. Coast
Guard, Reserve, National Guard, and Joint Service slogans were recognized by at most 2 percent of
youth in 1997. Recognition was generally higher among older than younger youth for both males and
females. Incorrect attribution of slogans as a rule favored the Army, although the National Guard slogan

Americans at Their Best was most often attributed to the Marine Corps.

Media Habits and Internet Usage

he 1997 YATS included seven media habits questions about TV, radio, magazines,

Tnewspaper, and Internet along with questions about Internet usage. Findings show

that youth spend far more time watching television and listening to the radio than they do reading
newspapers and magazines. Time spent by the youth on the Internet falls between TV/radio and

newspapers/magazines. In general, the media habits of males and females are similar.

The YATS interview also determined the percentage of youth that accessed the Internet,
frequency and duration of access, locations from which the Internet was accessed, and how they found

specific sites on the Internet. Access to military web pages was also asked in the interviews.
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Overall, Internet access increased significantly among youth from 1996 to 1997. Among
males, Internet access increased from 53 percent to 64.3 percent. The increase among females was even
higher (47.3 to 61.6 percent) which helped narrow the difference between genders. Internet access
increased among all demographic groups that are historically tracked by YATS: gender, age, school
status, and race/ethnicity. Internet access was highest among college graduates and postsecondary/
graduate students, greater for Whites than minorities, and generally decreased as age increased among '

youth.

YATS results also show that almost one-half of male Internet users (49.3 percent) and
approximately 39 percent of female Internet users were accessing the Internet on at least a weekly basis.
Over 60 percent of Internet users were accessing the Internet from school, about one-balf accessed from
home, and one-third accessed the Internet from a friend’s or relative’s home. The majority of users
report that they find Internet sites (1) by “surfing” the web, (2) from web addresses found in print, TV, or

radio advertising, (3) from suggestions by others, and (4) using search engines on the Internet.

The percentage of youth visiting military web pages in 1997 was at least double that
observed in 1996, although the numbers are still small (males- 8 percent, females- 4 percent). This
positive trend, however, indicates that the Internet holds promise as a viable medium for providing

military information to today’s youth.
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Chapter One

1. INTRODUCTION

he annual Youth Attitude Tracking Study (YATS) has collected information since

T 1975 from American youth; this information is vital to the Department of Defense and

the individual military Services. This information includes youth attitudes and opinions about future
plans, perceptions of the military, military enlistment propensity, contact with military recruiters, and
awareness of military advertising. This report presents findings from the Fall 1997 YATS administration

which relate to enlistment propensity (active and Reserve) and military advertising awareness.

Overview of the Fall 1997 YATS Administration

he survey methodology used during the Fall 1997 administration is very similar to that

Tused for the 1996 YATS administration. The sample frame consisted of 16-24 year-

old youth, and excluded youth who were currently or had ever been in the military, and youth contracted
to serve in the military and waiting to depart for basic training. Youth attending a military service
academy or college ROTC were also ineligible for the survey. Since these youth had already made a
decision on military service in the past, they were excluded from the survey.  More than 270
interviewers collected survey data using computer-assisted-telephone-interviewing (CATI) technology.
Interviewers completed thirty-minute interviews with 10,163 youth. Interviews were conducted from

September 3, 1997 through November 23, 1997.

The Fall 1997 effort selected a cross-sectional sample of youth using a list-assisted random
digit dialing (RDD) method. First introduced for the 1995 administration, this approach is more efficient
than either the standard or modified Waksberg RDD designs used in YATS administrations prior to
1995. ‘List-assisted RDD methodology has been used by Westat on many projects over the past several
years, but was not considered for YATS until strict comparability with results from the modified
Waksberg RDD methodology was established. Details of the methodology used for the 1997 YATS
administratioﬁ can be found in The Fall 1997 YATS Sample Design, Selection, and Weighting Report
(Wilson and Chu, 1998).

The Fall 1997 Propensity Report: Content Summary

Chapter 2 presents information on the demographic characteristics of the 1997 YATS
population. The chapter presents findings by age, gender, school status,
employment status, race/ethnicity, residence and marital status, with the purpose of profiling American
youth. Chapter 3 provides data on enlistment propensity for the active forces (Army, Navy, Marine
Corps, Air Force, and Coast Guard), with propensity defined as the estimated percentage of the youth
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population saying they would “definitely” or “probably” be on active duty in the military in the near
future. The chapter examines propensity by various demographics historically correlated with
propensity. This chapter also presents certain propensity findings from 1992 through 1997, providing
.the reader with a historical comparison for interpreting the 1997 results. Chapter 4 presents similar
information for Reserve propensity, the estimated percentage of the youth population saying they
would “definitely” or “probably” serve in the National Guard or Reserves in the near future. Chapter
5 discusses advertising awareness among youth, along with the relationship between advertising
awareness and recruiter contact. Measures of advertising awareness are examined by demographic
groups. Chapter 6 presents findings on recognition of military advertising slogans, overall and by
demographic groups. As with the chapters on propensity, Chapters 5 and 6 start with selected findings
from 1992 through 1997. Finally, Chapter 7 presents analyses of the reported media habits and
Internet usage of youth. ‘

Data within the report are “weighted” to reflect percentage estimates of the relevant youth
population. Tables presented in Chapters 3 through 6 also include standard errors for each percentage
estimate. Estimates in some tables have been deleted because the standard error was found to be greater
than five percentage points.'! Whenever the percentage estimate is zero, standard errors are replaced by
- “NA” (Not Applicable). Significance testing between certain pairs of groups was also conducted for

findings presented in Chapters 5 and 6, and the relevant tables are annotated with these results.

Data are also presented in charts and figures throughout the report. The presentation of
findings related to age in the tables differ from the presentation in the figures. Age data are presented in
the tables by four age groups (16-17, 18-19, 20-21, and 22-24 year-olds). Age estimates presented in the
figures are meanwhile based on single years of age (16, 17, 18,...24 year-olds). Whenever possible,
figures and tables are labeled to facilitate cross-reference by the reader. For example, Figure 3-1
displays data from Table 3-1 and Figures 3-2A and 3-2B display data found in Table 3-2.

' YATS survey estimates require, for interpretation, consideration of their standard errors. Standard errors presented in this report are estimates
of the precision of YATS survey statistics. Statistics with standard errors greater than five percentage points would have margins of error of
plus or minus 10 percentage points and are considered too imprecise for publication.
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2. DEMOGRAPHIC CHARACTERISTICS OF THE 1997 YATS
POPULATION

his chapter presents the sociodemographic characteristics of the 1997 YATS

T population. The discussion characterizes the youth by age, gender, school status,

employment status, race/ethnicity, geographic region of residence, and marital status. With the
exception of Table 2-1, all percentage estimates in this and succeeding chapters are weighted to
represent the YATS population. Weighting the data adjusts the sample so that sample estimates reflect
population proportions by age, gender, education, and race/ethnicity, as reported in the Current

Population Survey (CPS).

Age Distribution and Estimated Population Counts

Table 2-1 presents the unweighted age distribution of YATS survey respondents, and the
estimated (i.e., weighted) age distribution of the YATS population. The table presents both
unweighted and weighted figures separately for males and females. The unweighted counts indicate the
number of interviews on which the population estimates are based. A total of 10,163 youth, consisting
of 6,050 males and 4,113 females, were interviewed during the Fall 1997 administration.

Table 2-1.  Fall 1997 YATS - Age Distribution of the YATS Sample and Survey Population, by Gender

Males Females
Unweighted Estimated Population Unweighted Estimated Population
N Count* Percent* N Count* Percent*
Age (000’s) (000’s)
16 1,069 2,032 12 641 1,908 12
17 978 2,058 13 690 1,953 12
18 774 1,942 12 492 1,837 11
19 656 1,837 11 456 1,860 11
20 609 1,851 11 471 1,798 11
21 568 1,663 10 368 1,678 10
22 505 1,602 10 352 1,776 11
23 498 1,660 10 364 1,783 11
24 393 1.654 10 279 1.666 10
Total 6,050 16,299 100 4,113 16,258 100

* Estimated population counts are in thousands. Cell estimated population counts may not sum to the total estimated population due
to rounding and missing information for some cases.
# Percentage distributions may not sum to 100 due to rounding.

Source: Q402 and CALCAGE.
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The number of respondents completing surveys generally decreased as age increased, as
older youth in the YATS age range are more difficult to locate. The YATS population consists of
slightly over 16 million males and 16 million females, according to the Fall 1997 CPS. As shown in
Table 2-1 and in Figure 2-1, there was approximately the same number of youth in each gender/age
cohort within the YATS population. The most populous age group within the YATS population was 17
year-old youth.

2,100

1,900

Count (in 000's)

16 17 18 19 20 21 22 23 24
Age

Note: Scale starts at 1100 —8—Males ——Females |

Figure 2-1. Fall 1997 YATS - Age Distribution of the YATS Survey Population, by Gender

School Status, Gender, and Age

able 2-2 presents the estimated population percentages of the 1997 YATS

T population by school status, gender, and age group. These results are also

presented in Figures 2-2A through 2-2C. The school status categories used in Table 2-2 are mutually
exclusive. The school status categories are defined as follows:

e Non-completers -- youth who were not enrolled in school and had not
graduated from high school;

¢ Non-senior high school students -- youth currently enrolled in the 9th through
11th grade of high school; '

e High school seniors -- youth currently enrolled in the. 12th grade of high
school;

e High school graduates -- youth not currently enrolled who had graduated high
school but had not attended college;
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e Some college -- youth not currently enrolled who had attended some college
but had not earned a bachelor’s or higher degree;

e Postsecondary/Graduate students -- high school graduates currently attending
college or a business/vocational school; and

o College graduates -- youth not currently enrolled who have already earned a -
college degree.
The largest percentage of males and females were found in the postsecondary/graduate
student education category, with 26 percent of the males and 32 percent of the females in the YATS
population. The second-largest percentage was found among high school graduates (18 percent of

males and 17 percent of females).

The overwhelming majority of 16-17 year-old males (94 percent) and females (93
percent) were currently high school students, as one would expect for this age group. The percentage
of youth in postsecondary or graduate school is highest among 20-21 year-olds (42 percent of males;
52 percent of females). As one would expect, the percent of you who have completed some college, or

have graduated from college increases with age.
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Table 2-2.  Fall 1997 YATS - School Status, by Gender and Age
Age
16-17 18-19 20-21 22-24
Gender/School Status? Year-Olds Year-Olds Year-Olds Year-Olds Total
Males
Non-completer 5 19 22 19 16
Non-senior high school student 62 2 0 1 16
High school senior 32 21 1 0 13
High school graduate 0 21 27 25 18
Some college 0 1 8 13 6
Postsecondary/Graduate student 1 35 42 30 26
College graduate 0 0 0 12 4
Total 100 100 100 100 100
Females
Non-completer 4 13 14 13 11
Non-senior high school student 56 2 0 0 14
High school senior 37 12 1 0 12
High school graduate 1 20 22 25 17
Some college 0 2 11 17 8
Postsecondary/Graduate student 2 50 52 29 32
College graduate 0 0 1 15 5
Total 100 100 100 100 100
Note: Tabled values are percentages rounded to the nearest whole number. Column percentage may not sum to 100 due to rounding.
aNon-c:omgletcrs are respondents who are not high school students and have not graduated from high school.
High school graduates are respondents who are not currently enrolled as students and have graduated from high school but have not
attended college.
Some college designates non-students who have completed some college, but have not eamed a bachelor’s or higher degree.
Postsecondary students are high school graduates currently attending college or a business/vocational school.
College graduates are respondents who are not currently enrolled as students but have already earned a college degree.
Source: Q402, Q404A, Q407, Q408C, SCHOOLST, and CALCAGE.
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Fall 1997 YATS - School Status, by Gender
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Fall 1997 YATS - School Status Among Males, by Age
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Figure 2-2C. Fall 1997 YATS - School Status Among Females, by Age

Employment Status by School Status, Gender, and Age

able 2-3 presents employment status among males for selected age groups within

T each school status category. As shown in Table 2-3, the percentage of males who

were employed consistently increased with age in each school status category. For example, 79
percent of 18-19 year-old male high school graduates were employed, compared to 84 percent of 20-21
year-old male high school graduates, and 86 percent of 22-24 year-old male high school graduates.
Among those not currently enrolled in school, (i.e., non-completers, high school graduates, some
college, and college graduates), employment rates generally increased as education increased. For
example, among 22-24 year-olds, the employment rate was lowest for non-completers (83 percent),
higher for high school graduates (86 percent), and highest among males with some college and college

graduates (93 percent for both categories).

Employment rates were lower among males who were students. For every age category,
youth attending school were more likely to be out of the labor force (not employed and not looking for

work) than youth who were non-students.
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For the most part, more male high school non-completers reported they are looking for
jobs than did youth, of the same age, in the other school status categories. The one exception to this
pattern was found among 16-17 year old high school non-seniors. Here, 36 percent were unemployed
but looking for work, compared to 32 percent of 16-17 year-old non-completers (not a significant

difference).

Table 2-3.  Fall 1997 YATS - Employment Status of Males, by School Status and Age

Employment Status
Not Employed, Not Employed,

School Status?/Age Employed Looking Not Looking
Non-completers .

16-17 year-olds 51 32 17

18-19 year-olds 59 35 5

20-21 year-olds 76 21 3

22-24 year-olds 83 12 5
High school non-seniors

16-17 year-olds 36 36 27
High school seniors

16-17 year-olds 54 ' 19 26

18-19 year-olds 55 23 22
High school graduates

18-19 year-olds 79 16 5

20-21 year-olds 84 14 2

22-24 year-olds 86 11 3
Some college .

20-21 year-olds 82 14

22-24 year-olds 93 6 1
Postsecondary students

18-19 year-olds 56 14 : 31

20-21 year-olds 67 12 21

22-24 year-olds 72 13 16
College graduates

22-24 year-olds 93 6 1
Graduate students

22-24 year-olds 54 8 38

Note: Tabled values are percentages rounded to the nearest whole number.

aI~Jon-comgleters are respondents who are not high school students and have not graduated from high school.

High school graduates are respondents who are not currently enrolled as students and have graduated from high school but have not
attended college.

Some college designates non-students who have completed some college, but have not earned a bachelor’s or higher degree.
Postsecondary students are high school graduates currently attending college or a business/vocational school.

College graduates are respondents who are not currently enrolled as students but have already earned a college degree.

Source: Q402, Q404A, Q407, Q408C, SCHOOLST, Q416, Q417, and CALCAGE.
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Table 24 presents comparable statistics on education and employment status for female
YATS youth. As among males, the employment rate was higher among females who had attended
some college or were college graduates than among the other school status groups. For example, 82
percent of 22-24 year-olds who had attended some college were employed, compared to 73 percent of

high school graduates and 51 percent of non-completers in the same age group.

The percentage of youth out of the labor force (i.e., not employed and not looking) was
higher among females than among males for all age/school status combinations except for high school
seniors, postsecondary, and graduate students. The difference among 18-19 year old high school
seniors was ten percent, and seven percent for postsecondary students, the same age. The percentage
of graduate students out of the labor force was six percentage points lower than that found for males in

the same group (32 percent and 38 peréent, respectively).
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Table 2-4.  Fall 1997 YATS - Employment Status of Females, by School Status and Age

Employment Status
Not Employed, Not Employed,

School Status¥/Age ‘ Employed Looking Not Looking ~
Non-completers

16-17 year-olds 35 34 32

18-19 year-olds 53 31 15

20-21 year-olds 57 22 20

22-24 year-olds 51 15 34
High school non-seniors

16-17 year-olds 33 36 31
High school seniors

16-17 year-olds ’ 56 18 26

18-19 year-olds 54 34 12
High school graduates

18-19 year-olds 73 18 9

20-21 year-olds 72 8 20

22-24 year-olds 73 9 18
Some college

20-21 year-olds 88 2 10

22-24 year-olds 82 4 14
Postsecondary students

18-19 year-olds 61 15 24

20-21 year-olds 74 6 20

22-24 year-olds 68 10 22
College graduates

22-24 year-olds 91 8 1
Graduate students

22-24 year-olds 58 10 32

Note: Tabled values are percentages rounded to the nearest whole number.

aNon-comgleters are respondents who are not high school students and have not graduated from high school.

High school graduates are respondents who are not currently enrolled as students and have graduated from high school but have not
attended college.

Some college designates non-students who have completed some college, but have not earned a bachelor’s or higher degree.
Postsecondary students are high school graduates currently attending college or a business/vocational school.

College graduates are respondents who are not currently enrolled as students but have already eamed a college degree.

Source: Q402, Q404A, Q407, Q408C, SCHOOLST, Q416, Q417, and CALCAGE.
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Race/Ethnicity and Gender

able 2-5 presents population distributions by racial/ethnic background. For

7 T analytic purposes, a youth’s racial/ethnic background was classified as White non-
Hispanic, Black (non-Hispanic), Hispanic, and Other. The “Other” category consisted of Asiaﬂs,
Pacific Islanders, Native Americans, and Alaskan Natives and accounted for five percent of the YATS

population.

Approximately two-thirds of the Fall 1997 YATS population were White. Black non-
Hispanic and Hispanics were approximately equal in representation (15 percent and 14 percent,
respectively). There was a slightly higher percentage of female Black youth (16 percent) than male
Black youth (14 percent). Figure 2-3 -illustrates the racial/ethnic background of the YATS population
by gender and overall.

Table 2-5.  Fall 1997 YATS - Race/Ethnicity, by Gender

Race/Ethnicity
Gender White Black Hispanic
Males 66 14 15
Females 66 16 14
Total 66 15 14

Note: Tabled values are percentages rounded to the nearest whole number.

Source: Q402, Q714, Q715.
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Figure 2-3.  Fall 1997 YATS - Race/Ethnicity, by Gender
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Region and Gender

The regional distribution of the 1997 YATS population is presented in Table 2-6 and
Figure 2-4. As in the past, more than one-third of the YATS population resides in the Southern region
of the United States. The Northeast region contains the smallest population among the four regions. )

Table 2-6.  Fall 1997 YATS - Region, by Gender

Region
. North
Gender Northeast Central South West
Males 17 26 35 . 22
Females 16 23 38 23
Total 16 25 37 22

Note: Tabled values are percentages rounded to the nearest whole number.

Source: Q402 and REGION.

North Central
Males- 26%
Females- 23%

Northeast
Males- 17%
Females- 16%

West
Males- 22%
Females- 23%

South
Males-35%
Females- 38%

Figure 2-4.  Fall 1997 YATS - Region, by Gender
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Marital Status, Gender, and Age

he marital status of the 1997 YATS population was highly correlated with age, as

T shown in Table 2-7. The older a youth, the more likely he or she was to be or

have been married. The percentage of married youth is consistently higher among females (f6
percent) than among males (8 percent), and this disparity was greater among the older age groups.
The percentage difference increased from 3 percent among 18-19 year-olds, to 12 percent among 20-21
year-olds, to 13 percent among 22-24 year-olds. These differences are due to the fact that women
generally marry men older than themselves. According to 1995 CPS data, the median age at first
marriage was 26.9 years for men and 24.5 years for women. This age difference has been relatively

consistent over the years.

Table 2-7.  Fall 1997 YATS - Marital Status, by Gender and Age

Age
16-17 18-19 20-21 22-24
Gender/Marital Status Year-Olds Year-Olds Year-Olds Year-Olds Total
Males
Never married 100 98 92 77 91
Currently married 0 2 7 21 8
Other? : 0 0 1 3 1
Total 100 100 100 101 100
Females
Never married 99 94 79 59 81
Currently married 1 5 19 34 16
Other? 0 1 2 6 3
Total 100 100 100 99 100

Note: Tabled values are percentages rounded to the nearest whole number. Column percentage may not sum to 100 due to rounding.
30ther includes widowed, divorced, or separated.

Source: Q402, Q713C, and CALCAGE.
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Summary of Population Characteristics

his chapter profiled the 1997 YATS population using seven demographic
measures:  age, gender, school status, employment status, race/ethnicity,
geographic region of residence, and marital status. Findings were based on weighted populati&n

estimates.

School status, employment status, and marital status were all found to be associated with
the age of the youth. Non-senior high school students formed the largest part of the 16-17 year-old
populations for both males and females, and the largest percentage of older youth could be found in the
postsecondary/graduate student category. Employment rates consistently increased with age among
males, and generally (but not always) increased with age among females. In general, employment
rates were higher among males who were non-students than females who were not enrolled.

Approximately two-thirds of the YATS population were White non-Hispanic, with another
15 percent Black and 14 percent Hispanic. More than one-third of the YATS population lived in the
Southern region of the U.S. The percentage of youth either married or once married also increased

with age, with females more likely to be married than males within each age group.
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3. ENLISTMENT PROPENSITY FOR THE ACTIVE MILITARY
SERVICES

his year marks the twenty-third year the YATS survey has been administered to track

American youth’s propensity for enlisting in the military. Analysts in the Departmént
of Defense and the individual military Services have used the propensity measures as indicators of
recruiting markets. These measures are correlated with enlistment behavior, and provide some of the
first indicators of the current enlistment supply or available “pool” of youth. This chapter presents basic
findings on active component propensity from the Fall 1997 YATS survey. The chapter first describes
the composite and service-specific propensity measures used, and the survey questions on which they are
based. It tracks propensity through the post-Cold War, post-Desert Storm years, 1992 to 1997. It also
presents 2 more detailed analysis of 1997 findings. Both the historical and 1997 YATS results show the
relationships that exist between certain sociodemographic characteristics of the youth population and

enlistment propensity.

Throughout this chapter, data are presented for both males and females. These are either
presented in separate tables, or are integrated into one table. Wherever possible, tables and figures are

linked by the numbering in the title. For example, Figure 3-1 illustrates statistics presented in Table 3-1.

Propensity Measures

Propensity for active military service has been measured in the same manner since

YATS was initiated in'1975. Each respondent is asked:

“How likely is it that you will be serving on active duty in the |[Army, Navy,

Marine Corps, Air Force, or Coast Guard]?”

To prevent an order effect, the order in which Services are named changes from one respondent to the
next. Youth who say they will “definitely” or “probably” be serving on active duty for a specific Service
are counted as having “positive” propensity for that Service. Those who say they will “probably not” or
“definitely not” be on active duty, together with those respondents who say they “don't know” or refuse
to answer the question, are counted as having “negative” propensity. Propensity for a particular Service
is the percentage of respondents expressing positive propensity for that Service. Active composite
propensity consists of the percentage who indicate positive propensity for one or more of the four active

Services—Army, Navy, Marine Corps, and Air Force.
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Before presenting questions about military enlistment, the YATS instrument asks youth to

volunteer their future plans:

“Now let’s talk about your plans (after you get out of high school/for the next few years).
What do you think you might be doing?”

Respondents are encouraged to indicate all of the things they might be doing. The most common
responses include going to school, working, and entering the military. Those youth who mention
military service in general, or one of the Services specifically, are counted as having provided an
“unaided mention” of military service—“unaided” because the topic of military service is provided by
the respondent, not the interviewer. “Unaided propensity” is defined as the percentage of respondents

providing an unaided mention of probai)le future military service.

Historical Trends in Enlistment Propensity

This section presents historical trends for various measures of active propensity. Data are
broken out by gender, age, and race/ethnicity. Trend lines in the figures show that relationships among

different measures of propensity and different demographic groups remain stable across time.

Trends in Enlistment Propensity by Gender

rends in enlistment propensity are presented in Table 3-1 and Figure 3-1 for males and

TTable 3-2 and Figure 3-2A for females. Figure 3-2B compares active composite

propensity and unaided mentions among males and females. For both male and female youth, active
composite propensity was higher and unaided propensity lower, than propensity for any specific Service.
These findings are consistent with past results. Also, propensity among males remained greater than the

corresponding propensity measure reported for females, regardless of military Service.

Among males, composite propensity has remained relatively constant since 1994. Unaided
propensity for males has not changed significantly during the 1992-1997 period. Composite propensity
among females showed a statistically significant decline in 1997 (8.9 percent, down from 10.6 percent in
1996), reversing a trend of increasing positive propensity among females exhibited since 1993. As

among males, unaided propensity among females has remained very steady since 1993.
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Service-specific propensity among males has been relatively stable the past few
years—year-to-year changes are not statistically significant. As was seen with composite propensity,
propensity among females for the Navy declined, from 4.4 percent in 1996 to 3.0 percent in 1997. Both
of these results evidenced a return to pre-1995 levels. Although the data suggest propensity declined for

other Services as well, the differences were not statistically significant.

Table 3-1. Fall 1997 YATS - Percent Positive Active Composite, Unaided Mention and Service-Specific
Propensity Among Males, 1992-1997

Year
Propensity Measure 19922 1993b 1994¢ 19954 1996¢ 1997f
Composite 230 0.8) 227 (0.7) 208 (08) 218 (0.6) 207 (0.5 | 212 (0.6)
Unaided Mention 55 (0.49) 5.7 (0.4) 53 (0.4) 6.4 (0.2) 59 (04) . 59 (03)
Service-Specific |
Propensity !
Army 10.1 (0.6) 9.5 (0.5) 8.5 (0.5) 9.7 (0.5) 93 (04) | 9.0 (0.5
Navy 8.7 (0.6) 8.0 (0.5) 7.3 (0.5) 8.0 (04) 78 (03) | 8.0 (0.9
Marine Corps 9.9 (0.6) 8.2 (0.6) 8.6 (0.5) 8.8 (0.3) 84 (04) | 86 (0.4)
Air Force 112 (0.7) 106 (0.8) 9.9 (0.6)  10.1 (0.4) 95 (04) | 9.7 (0.3)
Coast Guard 6.9 (0.5) 7.2 (0.5) 6.8 (0.4) 6.7 (0.4) 63 (0.3) E 6.7 (0.4)

Note: Tabled values are percentages with standard errors in parentheses.

3Estimates are based on 3,560 interviews.
bEstimates are based on 3,390 interviews.
CEstimates are based on 4,231 interviews.
dEstimates are based on 7,060 interviews.
©Estimates are based on 6,405 interviews.
fEstimates are based on 6,050 interviews.

Source: Q402, APPOSNEG, V438JOIN, and Q509-Q513.
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Figure 3-1. Fall 1997 YATS - Percent Positive Active Composite, Unaided Mention and
Service-Specific Propensity Among Males, 1992-1997

Table 3-2. Fall 1997 YATS - Percent Positive Active Composite, Unaided Mention and Service-Specific
Propensity Among Females, 1992-1997

Year
Propensity Measure 19922 19930 1994¢ 19954 1996¢ 1997f
Composite 8.9 (0.7) 8.5 (0.9) 96 (0.8) 100 (0.6) 106 (05) | 89 (0.5)
Unaided Mention 0.8 (0.2) 1.8 (0.4) 1.3 (0.3) 1.7 (0.2) 1.8 (02) | 16 (0.2)
Service-Specific ;
Propensity ‘;
Army 3.6 (0.5) 3.2 (0.6) 4.7 (0.5) 4.6 (0.4) 4.5 (03) f 4.1 (0.4)
Navy 2.9 (0.5) 2.4 (0.5) 32 (0.4) 3.6 (0.3) 44 (03) = 3.0 (0.3)
Marine Corps 2.6 (0.4) 2.3 (0.5) 2.7 (0.4) 2.7 (0.3) 28 (03) | 24 (03)
Air Force 52 (0.7) 4.8 (0.6) 4.0 (0.6) 54 (0.4) 54 (04) @ 4.3 (0.4)
Coast Guard 2.4 (0.5) 2.1 (0.4) 2.5 (0.5) 29 (0.3) 26 (03) @ 25 (0.3)

Note: Tabled values are percentages with standard errors in parentheses.

3Estimates are based on 2,014 interviews.
bEstimates are based on 1,811 interviews.
CEstimates are based on 2,303 interviews.
dEstimates are based on 3,723 interviews.
€Estimates are based on 3,798 interviews.
fEstimates are based on 4,113 interviews.

Source: Q402, APPOSNEG, V438JOIN, and Q509-Q513.
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Figure 3-2A. Fall 1997 YATS - Percent Positive Active Composite, Unaided Mention and
Service-Specific Propensity Among Females, 1992-1997
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Figure 3-2B. Fall 1997 YATS - Percent Positive Active Composite and Unaided Mention, by
Ger_lder, 1992-1997
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Trends in Enlistment Propensity by Age

Table 3-3 presents positive active composite propensity trends by age groups for males and
females. Figure 3-3 shows a strong inverse relationship between age and propensity: as age increases,
propensity decreases. (For the sake of clarity, Figure 3-3 displays data for 1995 through 1997 onl-y).
Among males, composite propensity remained stable. The 1996 to 1997 drop in composite propensity
among females appears to have occurred primarily among younger women: propensity among 16-19
year-olds dropped about 3 percentage points, while propensity among 20-24 year-olds appears to have
dropped less than a percentage point.

Table 3-3.  Fall 1997 YATS - Percent Positive Active Composite Propensity, by Gender and Age, 1992-1997
Males
Age 19922 1993b 1994¢ 19954 1996° 1997f
16-17 35.8 (1.8) 37.8 (1.6) 33.8 (1.4) 345 (1.1) 34.2 (1.0) l 33.2 (1.1)
18-19 27.1 (1.8) 26.3 (1.9) 24.4 (1.3) 24.6 (1.1) 22.3 (1.2) 24.0 (1.1)
20-21 18.9 (1.5) 18.3 (1.8) 13.9 (1.3) 16.9 (1.2) 16.6 (1.2) l 16.1 (1.2)
22-24 14.2 (1.7) 12.8 (1.1) 13.7 (1.4) 13.5 (0.9) 11.3 (0.9) “ 12.7 (1.1)
i
Total 23.0 (0.8) 22.7 (0.7) 20.8 (0.8) 21.8 (0.6) 20.7 (0.5) | 212 (0.6)
Females

Age 19928 19930 19941 1995 1996k 1997!
16-17 16.6 (1.6) 17.9 (2.5) 20.2 (2.0) 18.9 (1.2) 19.3 (1.3) K 16.5 (1.3)
18-19 10.5 (1.7) 10.1 (1.7) 9.8 (1.8) 9.3 (1.2) 125 (14) | 9.3 (1.0)
20-21 6.5 (1.4) 48 (1.3) 6.1 (1.3) 94 (1.3) 6.7 (1.1) { 5.8 (0.9)
22-24 5.0 (1.2) 4.2 (1.1) 50 (1.1) 5.0 (0.8 5.7 (0.9) 5.1 (0.9)
Total 89 (0.7) 8.5 (0.9) 9.6 (0.8) 10.0 (0.6) 10.6 (0.5) .\ 8.9 (0.5)

Note: Tabled values are percentages with standard errors in parentheses.

Males Females

afstimates are based on 3,560 interviews. SEstimates are based on 2,014 interviews.

bEstimates are based on 3,390 interviews. T‘Estimates are based on 1,811 interviews.

CEstimates are based on 4,231 interviews. fEstimates are based on 2,303 interviews.

dEstimates are based on 7,060 interviews. JEstimates are based on 3,723 interviews.

CEstimates are based on 6,405 interviews. KEstimates are based on 3,798 interviews.

fEstimates are based on 6,050 interviews. IEstimates are based on 4,113 interviews.

Source: Q402, CALCAGE, and APPOSNEG.
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Figure 3-3. Fall 1997 YATS - Active Composite Propensity, by Gender and Single Year of Age,
1995-1997

Trends in Enlistment Propensity by Race/Ethnicity

Table 3-4 and Figure 3-4 show trends in active composite propensity among respondents
classified as White (non-Hispanic), Black (non-Hispanic), or Hispanic. (Other racial groups are included

in the “Total” but are not presented separately).

Active composite propensity remains significantly higher among Blacks and Hispanics than
among Whites. Propensity among White males in 1997 was comparable to propensity the previous three
years. Propensity among Black males increased (albeit nonsignificantly) to 32.3 percent, compared to
27.5 percent in 1996. At the same time, propensity among Hispanic males exhibited a nonsignificant
decrease from 39.3 percent in 1996 to 33.8 percent in 1997. As a result, propensity among Black males
is now comparable to that among Hispanic males. This ended a trend which had been in effect since

1992, in which propensity among Hispanic males was higher than that among Black males.
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Composite propensity among White females also dropped significantly in 1997, from 6.4
percent in 1996 to 5.0 percent in 1997. Propensity among minority females also appears to have declined
from 1996 levels, although the differences are not statistically significant. Propensity among minority
females remained significantly higher than propensity of White females. Among Black females,
composite propensity continued to decline—from 20.7 percent in 1995 to 15.9 percent in 1997, although

this difference is not significant.

Table 3-4.  Fall 1997 YATS - Percent Positive Active Composite Propensity, by Race/Ethnicity
and Gender, 1992-1997

Males
Race/Ethnicity 19922 - 1993b 1994¢ 1995¢ 1996¢ 1997f
White 18.1 (0.8) 17.4 (0.8) 16.2 (0.7) 16.8 (0.6) 15.2 (0.5) 15.7 (0.6)
Black ) 34.0 (3.9) 332 (29 29.7 (2.5) 27.4 (1.5) 275 (2.0) | 323 (2.3)
Hispanic 40.2 (3.2) 38.9 (3.3) 364 (2.7) 39.9 (2.2) 393 (2.3) ! 33.8 (1.9)
Total 23.0 (0.8) 22.7 (0.7) 20.8 (0.8) 21.8 (0.6) 20.7 (0.5) L 21.2 (0.6)
Females

Race/Ethnicity 19928 19930 1994 1995 1996K 19971
White 6.3 (0.7) 5.2 (0.6) 6.2 (0.8) 5.2 (0.5) 6.4 (0.4) 5.0 (0.49)
Black 14.9 (3.3) 17.7 (3.5) 14.9 (2.5) 20.7 (1.9) 18.9 (1.9) ' i 159 2.1)
Hispanic 17.2 (2.9) 17.2 (2.9) 19.1 (3.3) 20.3 (2.5) 20.7 (2.3) 18.2 (2.0)
Total 8.9 (0.7) 8.5 (0.9) 9.6 (0.8) 10.0 (0.6) 10.6 (0.5) : 8.9 (0.5)

Note: Tabled values are percentages with standard errors in parentheses.

Males Females

3Estimates are based on 3,560 interviews. EEstimates are based on 2,014 interviews.

bEstimates are based on 3,390 interviews. bEstimates are based on 1,811 interviews.

CEstimates are based on 4,231 interviews. fEstimates are based on 2,303 interviews.

dEgtimates are based on 7,060 interviews. JEstimates are based on 3,723 interviews.

CEstimates are based on 6,405 interviews. KEstimates are based on 3,798 interviews.

fEstimates are based on 6,050 interviews. IEstimates are based on 4,113 interviews.

Source: APPOSNEG, Q714, Q715, and Q402.
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Figure 34. Fall 1997 YATS - Percent Positive Active Composite Propensity, by Race/Ethnicity
and Gender, 1992-1997

Demographic Correlates of Propensity: 1997
Propensity and Age

Table 3-5 and Figures 3-5A and 3-5B show the relationship between the three propensity
measures and age. Table 3-5 and Figure 3-5B present the findings by four age groups while Figure 3-5A
displays the data by single year of age. Overall, 21.2 percent of male youth expressed active composite
propensity in 1997, and 5.9 percent provided an unaided mention of going into the military. As
mentioned earlier, propensity declined as age increased, with the differences between each age group

being statistically significant.

Findings for Service-specific propensity are also shown in Table 3-5 and Figure 3-5B.
Propensity toward the Air Force and Army was significantly higher among 16-17 year-old males than
propensity toward the Navy and Coast Guard for the same age group. Coast Guard propensity was
significantly lower than propensity associated with any other Service among 16-17 year-old males, and

was also lower than propensity for all Services except the Navy among 18-19 year-old males.
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Table 3-5. Fall 1997 YATS - Percent Positive Active Composite, Unaided Mention and Service-Specific
Propensity Among Males, by Age

Age
16-17 18-19 20-21 22-24 -

Propensity Measure Year-Olds? Year-Olds? Year-Olds® Year-Oldsd Total®
Composite 33.2 (1.1) 24.1 (1.1) 16.1 (1.2) 12.7 (1.1) 21.2 (0.6)
Unaided Mention 12.6 (0.8) 6.0 (0.6) 4.0 (0.6) 1.5 (0.4) 5.9 (0.3)
Propensity

Army 15.1 (0.9) 10.0 (0.9) 6.3 (0.8) 5.2 (0.8) 9.0 (0.5)

Navy 11.4 (0.8) 9.3 (0.9) 6.7 (0.8) 5.2 (0.6) 8.0 (0.4)

Marine Corps 12.8 (0.7) 10.1 (0.8) 6.9 (0.7) 52 (0.7) 8.6 (0.4)

Air Force 15.6 (0.7) -10.4 (0.7) 7.2 (0.9) 6.0 (0.7) 9.7 (0.3)

Coast Guard 9.2 (0.7) 7.1 (0.8) 54 (0.7) 5.2 (0.8) 6.7 (0.4)

Note: Tabled values are percentages with standard errors in parentheses.

3Egtimates are based on 2,047 interviews.
bEstimates are based on 1,430 interviews.
CEstimates are based on 1,177 interviews.
dEstimates are based on 1,396 interviews.
CEstimates are based on 6,050 interviews.

Source: Q402, CALCAGE, APPOSNEG, V438JOIN, and Q509-Q513.
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Figure 3-5A. Fall 1997 YATS - Percent Positive Active Composite Propensity and Unaided
Mention Among Males, by Single Year of Age
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Figure 3-5B. Fall 1997 YATS - Percent Positive Service-Specific Propensity Among Males,
by Age

Table 3-6 along with Figure 3-6A and Figure 3-6B present corresponding propensity
estimates for females. Approximately 8.9 percent of the female youth expressed positive active
composite propensity in 1997, and only 1.6 percent provided an unaided mention of the military when
asked about their future plans. Among 16-17 year-old female youth, propensity toward the Air Force
was significantly higher than for any other Service except the Army. Marine Corps propensity was
significantly lower than Army or Air Force propensity among 18-19 year-old (2.2 percent versus 4.2
percent and 4.9 percent, respectively) and 20-21 year-old (0.7 percent versus 3.3 percent and 2.7 percent)
females. Propensity to join the Navy was lower than propensity for the Air Force among females in all
age groups except 22-24 year-olds, and was lower than propensity to join the Army among 20-21 year-

old females (0.7 percent versus 3.3 percent).
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Table 3-6. Fall 1997 YATS - Percent Positive Active Composite, Unaided Mention and Service-Specific

Propensity Among Females, by Age

Age
16-17 18-19 20-21. 22-24 -

Propensity Measure Year-Olds? Year-OldsP Year-Olds® Year-Oldsd Total®
Composite 165 (1.3) 9.3 (1.0) 5.8 (0.9) 5.1 (0.9) 8.9 (0.5)
Unaided Mention 4.1 (0.7) 2.0 (0.6) 0.3 (0.2) 0.4 (0.2) 1.6 (0.2)
Propensity

Army 6.9 (0.8) 42 (0.7) 3.3 (0.8) 2.5 (0.6) 4.1 (0.4)

Navy 55 (0.7) 3.8 (0.8) 14 (0.4) 1.5 (0.4) 3.0 (0.3)

Marine Corps 53 (0.7) 2.2 (0.6) 0.7 (0.3) 1.4 (0.4) 24 (0.3)

Air Force 8.1 (0.9) 4.9 (0.9) 2.7 (0.5) 23 (0.6) 43 (0.4)

Coast Guard 5.6 (0.7) 2.9 (0.6) 1.3 (0.4) 0.8.(0.5) 2.5 (0.3)

Note: Tabled values are percentages with standard errors in parentheses.

aFstimates are based on 1,331 interviews.
bEstimates are based on 948 interviews.
CEstimates are based on 839 interviews.
dEstimates are based on 995 interviews.
CEstimates are based on 4,113 interviews.

Source: Q402, CALCAGE, APPOSNEG, V438JOIN, and Q509-Q513.

Percent

Age

—&—Active Composite —{J—Unaided Mention

Figure 3-6A. Fall 1997 YATS - Percent Positive Active Composite Propensity and Unaided
Mention Among Females, by Single Year of Age
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Figure 3-6B. Fall 1997 YATS - Percent Positive Service-Specific Propensity Among Females,
by Age

Propensity and School Status

Table 3-7 presents positive propensity by school status for males. These data are presented
graphically in Figures 3-7A and 3-7B. Youth in these figures are separated into students (non-senior
high school student, high school senior, or postsecondary/graduate student), and non-students (non-
completer, high school graduate, some college, or college graduate). Educational attainment is arrayed

within these groups from lowest (left) to highest (right).

Results showed propensity to be inversely related to educational attainment for both
students and non-students. The correlation of age with educational attainment had much to do with these
results. Comparisons between Services should be made with caution. For example, propensity for the
Marine Corps was significantly greater than Navy or Air Force propensity among noncompleters, but not
for any other school status category. Likewise, propensity measures for the Army and Air Force were
significantly higher than for the Navy or Marine Corps among non-senior high school students, but do

not otherwise differ significantly from either of these two Services.

Corresponding propensity data for females by school status are presented in Table 3-8 and
Figures 3-8A and 3-8B. The general pattern of propensity shown for males also occurred for females,

although propensity estimates for females were much lower than those for males.
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Figure 3-7A. Fall 1997 YATS - Percent Positive Active Composite and Unaided Mention Among
Males, by School Status
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Figure 3-7B. Fall 1997 YATS - Percent Positive Service-Specific Propensity Among Males,
by School Status

WESTAT : 3-15




Report

ing

Propensity and Advertis

Enlistment Propensity for the Active Military Services

Youth Attitude Tracking Study 1997

"LSTOOHOS Pue ‘08040 ‘L0bD ‘VH0rD ‘€150-6050 ‘NIOBEYA ‘DANSOAAV ‘TOHD :901n0§

'SMAIAIANL €] D UO PIseq e SISy
"SMILAIONUI §G] UO PIseq SIe sajeWNSTg
'SMAJAIRIUL 96T UO PISEq 18 sajewNIsT,
"SMOIAISIUL pES U0 PISEq 1 SIRLINST,
'SMIIAIDIUL LEE UO Paseq d1e sojewnsa

"SMOIAIOIIL (L€ ] UO Paseq dIe SRWNST,
'SMIIAIBIUL H9 UO Paseq e SAJBUINSH
"SMIIAIONUI G/ UO PISEQ I SABWINST,

‘sasayjualed ui SI0H3 piepuels ynm sadeiusssod are sanjea pajqe], 910N

(€0) sT 00 00 (s0) 01 o)z (st (€0 80 o1 os (8°0) €9 pieng ise0)
o) ¢ +0) vo (6'0) 9°C (60) €€ CAVR A 0 1T W1 oL @ 1reé 2010,] 1Y
(€0) ¥'¢ #o0) vo (9°0) 80 (9°0) ¢'1 o1y (o 90 (80) 8V 1) 9§ sdio) auriey
(€0) 0¢ #'0) vo (Lo) v1 (60) 9¢C (o1 ¢¢ o 11 €D 1o (') s9 Anen
o) 1y (s'0) 80 ayve (60) s°¢€ @n s (€0 €1 (€1 08 (D oe Auny
Risuadoig
O1J109dS-301AI0S
o) 91 00 00 (€0 0 o) vo (s0) ot (o) zo sy (80) LS UONUSA P3preu()
(s'0) 68 @wo 11 (o) s°¢ @D v9 ORI IA4] (s0) 8¢ 61) ¢s1 @ gel 3j1s0dwo)
ylewoL gorenpeln ..omo:oo sdlenpein v_ogo_ﬁ_Eoo HuapMS glotuss gluopng ainseajy Ansuados g
a3sy10D swos jooyos Y31y -UoN Jjenpein) Jooyosg jooyos Y31y
/A1epU0d3s y3ig J0IUaG-UON
-150d
SjuspNIS-UoN sjuapng

snjeig j0oYos

smelg [00yoS £q ‘sajeway Suowy Ansuadoly 91J109dS-301A10G pue UCHIUSAl Papieun) ‘a)isodwo)) 2A1OY JANISO] U2 - SLVA L661 [lBd  '8-€ 9jqeL

WESTAT

3-16




Chapter Three

28
24 _ ____________________________ OComposite BUnaided Mention | __________|
20 L I ey SR A A I S A B B B L L B B B AL L B A L S A it e
I 11 S N R L R L R P
[
(3] r
1
X T I e B A R e R LR LR PR PR ERTE
84-
44-
0
2 ] BE ] T & K]
e = ] 2 ® -] -] I}
52 5 g i3 6 52 g8 2
¥ 28 2 E o n o 3
g5 ¢ : S
Students Non-Students
School Status

Figure 3-8A. Fall 1997 YATS - Percent Positive Active Composite and Unaided Mention
Among Females, by School Status
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Figure 3-8B. Fall 1997 YATS - Percent Positive Service-Specific Propensity Among Females,
by School Status
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Propensity by Employment and School Status

Propensity estimates by employment status and school status for males are presented in
Table 3-9 and Figure 3-9. Among employment groups, propensity was consistently highest among
unemployed males who were seeking work and lowest for students neither working nor seeking work.
Overall, 31.9 percent of unemployed males seeking work expresﬁed positive propensity, compared to
19.1 percent of employed males and 17.5 percent of unemployed males not seeking work. The
difference between these latter two groups was not significant. Within education groups, the difference
between unemployed males seeking work and employed males was significant only for
postsecondary/graduate students (17.8 percent compared to 10.4 percent). High school graduates who
were not employed but looking for work expressed the highest composite propensity—39.8 percent. The
small number of male nonstudents (i.e:, high school graduates or youth with some college) who were not

employed did not allow for reliable estimates and are therefore not represented in Table 3-9.

Table 3-9.  Fall 1997 YATS - Percent Positive Active Composite Propensity Among Males,
by Employment and School Status

School Status

| . : Postsecondary/

| High School High School Some Graduate

| Employment Status Students? Graduates? College® Studentsd Total®

i Employed 351 (1.7) 164 (13) 10.5 (2.1) 10.4 (0.9) 19.1 (0.7)

| Not employed, looking 39.8 (2.1) 24.4 (4.4) 12.4 (6.4) 17.8 (2.9) 319 (1.5)
Not employed, not looking 244 (1.8) - (NA) - (NA) 9.1 (1.7) 175 (1.3)
Total 33.7 (1.0) 17.0 (1.1) 10.5 (2.1) 11.0 (0.7) 21.2 (0.6)

Note: Tabled values are percentages with standard errors in parentheses.

(~) Indicates cell size is so small that standard error estimate is not reliable.

|

| 2Fstimates are based on 2,223 interviews.
! DEstimates are based on 848 interviews.

! CEstimates are based on 319 interviews.

i dEstimates are based on 1,699 interviews.
€Estimates are based on 6,050 interviews.

Source: Q402, Q404A, Q407, Q408C, SCHOOLST, Q416, Q417, and APPOSNEG.
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Figure 3-9.  Fall 1997 YATS - Percent Positive Active Composite Propensity Among Males,
by Employment and School Status

Table 3-10 and Figure 3-10 present propensity findings by employment and school status
for females. As among males, propensity levels were highest among female youth who were not
employed but looking for work. Across all school groups, 18.9 percent of the females who were not
employed, but looking for work, expressed positive propensity compared to 6.9 percent of employed
females and 7.0 percent of females who were not employed and not looking for work. Among high
school students, propensity levels were significantly higher among unemployed females looking for
work (24.6 percent) than among employed females (15.8 percent) or unemployed females not looking for

work (13.2 percent).
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Table 3-10.  Fall 1997 YATS - Percent Positive Active Composite Propensity Among Females,
by Employment and School Status

School Status
Postsecondary/ -
High School High School Some Graduate

Employment Status Students? Graduates® College® Studentsd Total®
Employed 15.8 (1.8) 59 (1.4) 4.0 (1.5) 35 (0.7) 6.9 (0.6)
Not employed, looking 24.6 (2.5) 10.2 (4.5) -- (NA) 84 (2.3) 18.9 (1.8)
Not employed, not looking 13.2 (1.9) 64 (2.9 6.0 (4.4) 2.6 (1.0) 7.0 (0.7)
Total 17.7 (1.3) 64 (1.2) 5.5 (1.6) 3.8 (0.5) 89 (0.5)

Note: Tabled values are percentages with standard errors in parentheses.
(-) Indicates cell size is so small that standard error estimate is not reliable.

3Estimates are based on 1,359 interviews.
bEstimates are based on 534 interviews.
CEstimates are based on 296 interviews.
dEstimates are based on 1,370 interviews.
©Estimates are based on 4,113 interviews.

Source: Q402, Q404A, Q407, Q408C, SCHOOLST, Q416, Q417, and APPOSNEG.
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Figure 3-10. Fall 1997 YATS - Percent Positive Active Composite Propensity Among Females,

by Employment and School Status
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Propensity and Race/Ethnicity

Table 3-11 and Figures 3-11A and 3-11B show propensities for White, Black, and
Hispanic males. As with the trend data, propensity levels for other racial groups are not examined
separately because there were too few in the sample to provide reliable estimates. However, they are

included in the “Total” estimates.

Propensity in 1997 was higher among Blacks and Hispanics than Whites. More than twice
as many Black and Hispanic males expressed positive, aided (i.e., Composite and Service-specific)
propensity as White males. These differences were less extreme for unaided propensity, but still

significant. There was no difference between Black and Hispanic males on any propensity measure.

Table 3-11. Fall 1997 YATS - Percent Positive Active Composite, Unaided Mention and Service-Specific
Propensity Among Males, by Race/Ethnicity

Race/Ethnicity
Propensity Measure  White? Blackb Hispanic® Totald
Composite 15.7 (0.6) 323 (2.3) 33.8 (1.9) 21.2 (0.6)
Unaided Mention 4.8 (0.3) 8.6 (1.3) 8.6 (1.1) 5.9 (0.3)
Service-Specific
Propensity
Army 6.1 (0.4) 14.0 (1.7) 16.2 (1.6) 9.0 (0.5)
Navy 5.5 (0.3) 13.7 (1.6) 136 (14) 8.0 (0.4)
Marine Corps 5.2 (0.3) 14.9 (1.6) 17.5 (1.6) 8.6 (0.4)
Air Force 6.7 (0.4) 159 (1.5) 16.1 (1.4) 9.7 (0.3)
Coast Guard 4.6 (0.3). 11.3 (1.6) 10.8 (1.4) 6.7 (0.4)

Note: Tabled values are percentages with standard errors in parentheses.

2Estimates are based on 4,227 interviews.
bEstimates are based on 584 interviews.
CEstimates are based on 708 interviews.
AEstimates are based on 6,050 interviews.

Source: Q402, APPOSNEG, V438JOIN, Q509-Q513, Q714, and Q715.
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Figure 3-11A. Fall 1997 YATS - Percent Positive Active Composite and Unaided Mention
Among Males, by Race/Ethnicity
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Figure 3-11B. Fall 1997 YATS - Percent Positive Service-Specific Propensity Among Males,

by Race/Ethnicity
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Differences were more pronounced between White and Black or Hispanic females, as
shown in Table 3-12 and Figures 3-12A and 3-12B. At least three times as many Black and Hispanic
females as White females expressed positive aided propensity. There was no significant difference
between Hispanic and White females on unaided propensity. Propensity among Black and Hispanic
females differed significantly only for the Marine Corps (2.9 percent among Blacks compared to 7.5
percent among Hispanics). The largest difference between Whites and the other groups occurred for

Army and Air Force propensity.

Table 3-12. Fall 1997 YATS - Percent Positive Active Composite, Unaided Mention and Service-Specific
Propensity Among Females, by Race/Ethnicity

Race/Ethnicity
Propensity Measure White? Black? Hispanic® Totald
Composite 5.0 (0.4) 159 (2.1) 18.2 (2.0) 8.9 (0.5)
Unaided Mention 1.1 (0.2) 3.1 (0.9) 2.1 (0.7 16 (0.2)
Propensi
Army 1.8 (0.3) 9.0 (1.8) 84 (1.2) 4.1 (0.4)
Navy 1.6 (0.2) 54 (1.1 59 (1.3) 3.0 (0.3)
Marine Corps 1.1 (0.2) 2.9 (0.8) 7.5 (1.4) 2.4 (0.3)
Air Force 2.2 (0.3) 8.2 (1.6) 9.7 (1.6) 43 (0.4)
Coast Guard 1.3 (0.2) 5.0 (1.1) 52 (L) 2.5 (0.3)

Note: Tabled values are percentages with standard errors in parentheses.

3Fstimates are based on 2,860 interviews.
DEstimates are based on 459 interviews.
CEstimates are based on 481 interviews.
9Estimates are based on 4,113 interviews.

Source: Q402, APPOSNEG, V438JOIN, Q509-Q513, Q714, and Q715.
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Figure 3-12A. Fall 1997 YATS - Percent Positive Active Composite and Unaided Mention
Among Females, by Race/Ethnicity
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Figure 3-12B. Fall 1997 YATS - Percent Positive Service-Specific Propensity Among Females,
by Race/Ethnicity

3-24 WESTAT




Chapter Three

Propensity and Region

Propensity patterns among males by region are noted in Table 3-13 and Figures 3-13A and

'3-13B. Active composite propensity was significantly lower in the North Central region (17.7 percetlt)
than in the three other regions, which ranged from 21.9 percent to 23.5 percent. Unaided mentions,
however, were comparable across regions. Service-specific propensity patterns were similar to those

evident in active composite propensity, with propensity lower among males from the North Central

region.

Table 3-13. Fall 1997 YATS - Percent Positive Active Composite, Unaided Mention and Service-Specific
Propensity Among Males, by Region

Region
North
Propensity Measure Northeast? Central® South® Westd Total®
Composite 225 (1.4) 17.7 (1.0) 219 (1.1) 23.5 (1.5) 21.2 (0.6)
Unaided Mention 5.8 (0.9) 5.3 (0.6) 6.5 (0.6) 5.5 (0.7) 5.9 (0.3)
Service-Specific
Propensity
Army 9.5 (1.0) 6.8 (0.7) 9.9 (0.8) 9.9 (1.0) 9.0 (0.5)
Navy 9.4 (1.0) 6.3 (0.7) 7.8 (0.7) 94 (1.0) 8.0 (0.9)
Marine Corps 9.6 (1.0) 6.7 (0.6) 9.6 (0.7) 8.6 (1.1) 8.6 (0.4)
Air Force 104 (1.0) 7.4 (0.7) 10.6 (0.7) 10.5 (0.8) 9.7 (0.3)
Coast Guard 7.9 (0.9) 4.5 (0.6) 6.9 (0.6) 8.1 (0.9) 6.7 (0.4)

Note: Tabled values are percentages with standard errors in parentheses.

8Fstimates are based on 1,064 interviews.
bEstimates are based on 1,579 interviews.
CEstimates are based on 2,068 interviews.
dEstimates are based on 1,339 interviews.
€Estimates are based on 6,050 interviews.

Source: Q402, APPOSNEG, V438JOIN, Q509-Q513, and REGION.
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Figure 3-13B. Fall 1997 YATS - Percent Positive Service-Specific Propensity Among Males,
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Regional propensity patterns for females mirrored those presented for males, as shown in
Table 3-14 and Figures 3-14A and 3-14B. Females in the North Central region showed lower levels (6.4
percent) of active composite propensity than did female youth in the other regions (9.9 percent in the
Northeast and South, and 9.0 percent in the West). Unlike findings among males, females showed a
significant difference between unaided propensity in the North Central region (0.8 percent) and the
Northeast (2.2 percent) and South (2.0 percent) regions. Propensity for each of the Services among

females was lowest in the North Central region.

Table 3-14. Fall 1997 YATS - Percent Positive Active Composite, Unaided Mention and Service-Specific
Propensity Among Females, by Region

Region
North
Propensity Measure Northeast? Central® South® Westd Total®
Composite 9.9 (1.3) 6.4 (0.7) 9.9 (0.8) 9.0 (1.2) 8.9 (0.5)
Unaided Mention 2.2 (0.6) 0.8 (0.3) 2.0 (0.3) 1.4 (0.4) 1.6 (0.2)
Service-Specific
Propensi
Army 4.5 (0.9) 2.8 (0.5) 4.6 (0.7) 42 (0.6) 4.1 (04)
Navy 3.7 (0.8) 1.7 (0.5) 3.6 (0.5) 2.6 (0.6) 3.0 (0.3)
Marine Corps . 3.5 (0.8) 1.7 (0.4) 2.3 (04) 2.4 (0.5) 2.4 (0.3)
Air Force 49 (1.1) 2.7 (0.5) 4.7 (0.7) 5.0 (0.9) 43 (0.4)
Coast Guard 3.5 (1.1) 1.0 (0.3) 2.9 (0.4) 2.7 (0.5) 2.5 (0.3)

Note: Tabled values are percentages with standard errors in parentheses.

2Estimates are based on 684 interviews.
bEstimates are based on 955 interviews.
CEstimates are based on 1,532 interviews.
dEstimates are based on 942 interviews.
CEstimates are based on 4,113 interviews.

Source: Q402, APPOSNEG, V438JOIN, Q509-Q513, and REGION.
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Figure 3-14A. Fall 1997 YATS - Percent Positive Active Composite and Unaided Mention

Among Females, by Region

Percent

Northeast North Central South West Total
Region
BAmy ENavy MMarine Corps OAir Force ElCoast Guard
Figure 3-14B.  Fall 1997 YATS - Percent Positive Service-Specific Propensity Among Females,

by Region

3-28

WESTAT




Chapter Three

Summary of Demographic Correlates of Propensity

This chapter has presented findings on the propensity of young men and women to
enlist in the active Military Services. The chapter examined trends in propensity from
1992 through 1997, and the relationship between the various propensity measures and demographic

characteristics in 1997.

Propensity was relatively high in 1992 and declined in the following years. The decline in
propensity was relatively slight for the Marine Corps, and particularly steep for Blacks. In 1997, 21.2
percent of the males and 8.9 percent of the females indicated a likelihood of enlisting in one or more of
the active Military Services. Propensity among females in 1997 reversed increases seen in 1996, and
declined to or below earlier levels. Unaided propensity remained much lower than composite active
propensity, as only 5.9 percent of males and 1.6 percent of females voluntarily mentioned joining the

military when initially asked about their future plans.

Several relationships exist over the entire period, regardless of trends. First, active
composite propensity is consistently greater than Service-specific propensity. Both of these aided
measures are greater than unaided propensity. Second, propensity is higﬁer among males than among
females. Third, propensity is inversely related to age. Fourth, propensity is higher for the Army and the
Air Force than for the other Services. Propensity for the Coast Guard among males is lower than for the

other Services. And finally, Blacks and Hispanics display higher propensity levels than do Whites.

In 1997, propensity measures were comparable for Hispanic males and Black males, and
higher among Black and Hispanic males than White males. Among females, propensity was greater

among minorities than Whites, but differences between Black and Hispanic females were not significant.

Current results also showed propensity to be inversely related to education: those with
more education had lower propensity. Males and females exhibited similar patterns in propensity by

school status.

Propensity was highest among youth who were not employed but looking for work and
lowest among students who were unemployed and not looking for work. The highest overall propensity

level was shown by high school students who were unemployed but looking for work.
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Active composite propensity was higher in the Northeast, South, and West regions than in
the North Central region. Regional differences in unaided propensity were statistically significant only
between females in the North Central and the Northeast and South. Service-specific propensity generally

- mirrored the pattern for composite active propensity, with levels lower in the North Central region than

in the other regions.
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4. ENLISTMENT PROPENSITY FOR THE NATIONAL GUARD
AND RESERVES

s in the previous chapter, this chapter presents historical propensity trends for 1992

Athrough 1997, followed by a more detailed analysis of relationships between Reserve

propensity and demographic variables from the 1997 administration. This chapter presents findings on
Reserve composite propensity, propensity for the National Guard and Reserves, and propensity for the
specific components of the National Guard and Reserves. Estimates for active composite propensity are

presented in tables with Reserve composite propensity estimates to assist in comparing the two measures.

All tables in this chapter contain data for both males and females. Tables and figures
presenting the same data are similarly iumbered to facilitate cross-referencing. For example, Figures 4-

3A and 4-3B illustrate data presented in Table 4-3.

Reserve Propensity Measures
To measure Reserve propensity, each youth is asked:

“How likely is it that you will be serving in the National Guard?”
and

“How likely is it that you will be serving in the Reserves?”

Youth stating that they will "‘deﬁnitely” or “probably” serve in the National Guard are counted as having
“positive propensity” for the National Guard. All other responses, including “don’t know” or refusal to
answer the question, are counted as negative. Positive propensity for the Reserves is measured similarly.
Youth saying they will “definitely” or “probably” serve in either (or both) are counted as having positive
Reserve composite propensity. These definitions parallel the propensity measures used for the active

Services.
Youth who indicated positive propensity for the National Guard were asked:

“Is that the Army National Guard or the Air National Guard?”

To minimize any order effect, the order in which Army National Guard and Air National Guard appear in
this question is rotated among respondents. Because some youth decline to answer this question or do
not know the specific component they would serve in, the sum of the percentages for Army National
Guard and Air National Guard is less than that reported for National Guard. (See Table 4-3 as an

example.)
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Similarly, youth who indicated positive propensity for the Reserves were asked:

“Is that the Air Force Reserve, the Army Reserve, the Coast Guard Reserve, the

Marine Corps Reserve, or the Naval Reserve?”

Again, the order of the components is rotated and the sum of the percentages identified with each of

these components is slightly less than the total percentage reporting propensity for the Reserves.

Historical Trends in Reserve Propensity

ables 4-1 through 4-3 and their corresponding figures present trends in Reserve

Tpropensity from 1992 to 1997. Reserve composite propensity among males declined

overall from 1992 to 1994 (17.9 percent to 16 percent), as did active composite propensity. Since 1994,
however, there has been no significant change in Reserve composite propensity. Reserve composite
propensity among females had remained below 8 percent between 1992 and 1994, increased in 1995 to
8.5 percent, and remained at that level in 1996. However, in 1997, Reserve composite propensity among
females dropped to 6.9 percent, the lowest level in the past six years. In the period reported, Active
composite propensity has been consistently higher than Reserve composite propensity for both males and

females, as seen in Figure 4-1.

Table 4-2 and Figure 4-2 display National Guard and Reserve propensity among males and
females. For both genders, propensity for the Reserves has been significantly higher than propensity for
the National Guard for the past six years. Reserve propensity among males dropped significantly from
15 percent in 1992 to around 13.5 percent in the following years. Enlistment propensity for the National
Guard appears to be relatively stable, declining slightly from slightly more than 8 percentage points in
1992 to slightly less in 1997, with a significant dip to 7.3 percent in 1995. Propensity among females
toward the National Guard was generally steady between 1992 and 1994 before increasing significantly
from 2.9 percent in 1994 to 4 percent in 1996. However, in 1997, propensity toward the National Guard
fell to 3.3 percent, which was similar to the pre-1995 level. Like the National Guard, Reserve propensity
among females remained relatively steady between 1992 and 1994 and increased in 1995 to 6.9 percent
where it remained in 1996. Reserve propensity among females then decreased significantly in 1997 to

5.4 percent.
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Table 4-1. Fall 1997 YATS - Percent Positive Active and Reserve Composite Propensity, by Gender,

1992-1997
Males
Propensity Measure 19922 1993b 1994¢ 19959 1996¢ 1997f
Composite
Active 23.0 (0.8) 227 (0.7) 208 (0.8)  21.8 (0.6)  20.7 (0.5 21.2 (0.6)
Reserve 179 (1.L1) 169 (1.1) 160 (0.8) 162 (0.5  16.3 (0.6) 16.5 (0.7)
Females
Propensity Measure 19928 19930 19941 19951 1996% 1997
Composite
Active 8.9 (0.7) 8.5 (0.9) 9.6 (0.8)  10.0 (0.6)  10.6 (0.5) 9.0 (0.5)
Reserve , 78 (1.2) 71 (1.1 7.6 (0.7) 8.5 (0.5) 8.6 (0.5) 6.9 (0.5)

Males

3Estimates are based on 1,728 interviews.
bEstimates are based on 1,694 interviews.
CEstimates are based on 4,231 interviews.
OEstimates are based on 7,060 interviews.
Estimates are based on 6,405 interviews.
fEstimates are based on 6,050 interviews.

Source: Q402, APPOSNEG, and RPPOSNEG.

Note: Tabled values are percentages with standard errors in parentheses.

Females
8Estimates are based on 960 interviews.
hEstimates are based on 854 interviews.
iEstimates are based on 2,303 interviews.
JEstimates are based on 3,723 interviews.
KEstimates are based on 3,798 interviews.
IEstimates are based on 4,113 interviews.

Percent

1992 1993

Year

1995 1996 1997

—&— Male - Active
—&—Male - Reserve

—O—Female - Active
—A—Female - Reserve

Figure 4-1. Fall 1997 YATS - Percent Positive Active and Reserve Composite Propensity,

by Gender, 1992-1997
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Table 4-2. Fall 1997 YATS - Percent Positive National Guard and Reserve Propensity, by Gender, 1992-1997

2Estimates are based on 1,728 interviews.
DEstimates are based on 1,694 interviews.
CEstimates are based on 4,231 interviews.
OEstimates are based on 7,060 interviews.
CEstimates are based on 6,405 interviews.
fEstimates are based on 6,050 interviews.

Source: Q402, Q505, and Q507.

Males
Propensity Measure 19922 1993b 1994¢ 19954 1996¢ 1997 -
National Guard 8.4 (0.9) 8.1 (0.8) 8.1 (0.6) 73 (0.3) 8.3 (0.4) 7.9 (0.4)
Reserves 150 (1.0) 137 (L1) 134 (0.7) 136 (05  13.1 (0.6) 13.9 (0.6)

Females
Propensity Measure 19928 19930 1994 19950 1996k 1997}
National Guard 3.2 (0.7) 3.3 (0.9) 2.9 (0.4) 3.7 (0.3) 4.0 (0.3) 3.3 (0.3)
Reserves 6.7 (1.1) 6.3 (1.0) 6.1 (0.7) 6.9 (0.4) 6.9 (0.5) 5.4 (0.4)
Note: Tabled values are percentages with standard errors in parentheses.
Males Females

SEstimates are based on 960 interviews.
hEgtimates are based on 854 interviews.
iEstimates are based on 2,303 interviews.
JEstimates are based on 3,723 interviews.
kEstimates are based on 3,798 interviews.

IEstimates are based on 4,113 interviews.

Percent

Year

—&—Male - Reserves
—&— Male - National Guard

—O—Female - Reserves

~—&—Female - National Guard

1997

Figure 4-2. Fall 1997 YATS - Percent Positive National Guard and Reserve Propensity,

by Gender, 1992-1997
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Table 4-3 and Figures 4-3A and 4-3B present propensity trends for the specific National
Guard and Reserve components. Among males interested in the National Guard, propensity is
significantly higher toward the Army National Guard than the Air National Guard. This is true despite
_ the fact that enlistment propensity dropped in 1997 for the Army National Guard from 5.5 to 4.7

percent and increased in 1997 for Air National Guard from 2.5 to 3.1 percent.

Regardless of respondent gender, propensity for the Army Reserve was higher than
propensity for the other four Reserve Services over this six-year period. The second highest propensity
is expressed for the Air Force Reserve (with the exception of males in 1992). Among females, Army
National Guard propensity was higher than Air National Guard propensity every year except 1993 when
they were almost equal (Army National Guard-1.5 percent, Air National Guard-1.6 percent).
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Table 4-3. Fall 1997 YATS - Percent Positive Service-Specific National Guard and Reserve Propensity,
by Gender, 1992-1997 '

Males

Propensity Measure 19922 1993b 1994¢ 19954 1996° 1997

National Guard 8.4 (0.9) 8.1 (0.8) 8.1 (0.6) 7.3 (0.3) 8.3 (0.4) 79 (0.4)
Army National Guard 5.1 (0.7) 4.5 (0.6) 4.5 (04) 4.6 (0.3) 5.5 (0.3) 4.7 (0.3)
Air National Guard 3.1 (0.5) 2.9 (0.5) 3.4 (0.4) 2.5 (0.2) 2.5 (0.2) 3.1 (0.3)

Reserves 15.0 (1.0) 13.7 (1.1) 13.4 (0.7) 13.6 (0.5) 13.1 (0.6) 13.9 (0.6)
Army Reserve 4.7 (0.6) 5.2 (0.7) 44 (0.4) 4.6 (0.4) 4.3 (0.3) 4.6 (0.4)
Naval Reserve 1.9 (0.3) 1.6 (0.3) 2.0 (0.3) 2.1 (0.2) 1.8 (0.2) 2.0 (0.2)
Marine Corps Reserve 3.7 (0.5) 1.9 (04) 24 (0.3) 2.6 (0.2) 2.6 (0.3) 2.6 (0.3)
Air Force Reserve 3.2 (0.5) 2.7 (0.49) 3.1 (0.3) 2.7 (0.2) 3.0 (0.2) 3.2 (0.3)
Coast Guard Reserve 1.2 (0.3) 1.4 (0.3) 1.1 (0.2) 1.4 (0.2) 1.3 (0.2) 1.1 (0.2)

Females

Propensity Measure 19928 1993h 1994 1995 1996k 1997!

National Guard 32 (0.7) 3.3 (0.9) 2.9 (0.9) 3.7 (0.3) 4.0 (0.3) 33 (0.3)
Army National Guard 2.5 (0.6) 1.5 (0.5) 1.8 (0.3) 2.1 (0.3) 2.3 (0.3) 2.0 (0.2)
Air National Guard 0.6 (0.3) 1.6 (0.6) 1.0 (0.2) 1.6 (0.2) 1.5 (0.2) 1.1 (0.2)

Reserves 6.7 (1.1) 6.3 (1.0) 6.1 (0.7) 6.9 (0.49) 6.9 (0.5) 54 (04)
Army Reserve 2.7 (0.7) 2.3 (0.8) 2.0 (0.3) 2.3 (0.3) 2.4 (0.3) 25 (0.3)
Naval Reserve 1.5 (0.5) 0.7 (0.3) 0.6 (0.2) 1.1 (0.2) 1.2 (0.2) 0.7 (0.1),
Marine Corps Reserve 0.1 (0.1) 0.7 (0.3) 0.9 (0.3) 0.7 (0.1) 0.8 (0.2) 0.7 (0.1)
Air Force Reserve 1.6 (0.4) 1.8 (0.6) 1.9 (0.4) 1.9 (0.3) 1.8 (0.3) 1.1 (0.2)
Coast Guard Reserve 0.7 (0.3) 0.6 (0.3) _ 0.6 (0.2) 0.7 (0.1) 0.6 (0.1) 0.3 (0.1)

Note: Tabled values are percentages with standard errors in parentheses.

Males Females

AEstimates are based on 1,728 interviews. &Estimates are based on 960 interviews.

bEstim_ate:s are based on 1,694 interviews. f‘Estimates are based on 854 interviews.

CEstimates are based on 4,231 interviews. fEstimates are based on 2,303 interviews.

dEstimates are based on 7,060 interviews. JEstimates are based on 3,723 interviews.

CEstimates are based on 6,405 interviews. KEstimates are based on 3,798 interviews.

fEstimates are based on 6,050 interviews. ]Estimates are based on 4,113 interviews.

Source: Q402, Q506, and Q508.
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Percent

1992 1993 1994 1995 1996

Year
—O— Army National Guard —&— Air National Guard
—{}— Naval Reserve —&-—Marine Corps Reserve —X-—Air Force Reserve
—a—Coast Guard Reserve

1997

—a&—Army Reserve

Figure 4-3A. Fall 1997 YATS - Percent Positive Service-Specific National Guard and Reserve
Propensity Among Males, 1992-1997

Percent

1992 1993 1994 Year 1995 1996 1997

—O—Army National Guard —&— Air National Guard

—{3—Naval Reserve —&— Marine Corps Reserve —X—Air Force Reserve
—&—Coast Guard Reserve

—&— Army Reserve

Figure 4-3B. Fall 1997 YATS - Percent Positive Service-Specific National Guard and Reserve
Propensity Among Females, 1992-1997
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Demographic Correlates of Reserve Propensity: 1997
Reserve Propensity and Age

Table 4-4 and Figures 4-4A through 4-4D present propensity by gender and age for 1997.
(Estimates in the table are presented in age groups and estimates in the figures are displayed by single
year of age.) Overall, Reserve composite propensity is more than twice as high for males (16.5 percent)
as for females (6.9 percent). For both males and females, Reserve composite propensity is significantly
lower than active composite propensity in 1997. This overall pattern is substantially reproduced when
broken out by age group. Only one group (20-21 year old females) does not show active composite
propensity higher than the corresponding Reserve measure. This exception, however, has not been
observed in past years, and is not statistically significant. Composite propensity for both males and
females decreases as age increases, with the significant decreases appearing between 16-17 and 18-19

year-olds.

National Guard and Reserve propensity are also included in Table 4-4 and illustrated in
Figures 4-4C (males) and 4-4D (females). Reserve propensity is significantly higher than National
Guard propensity for all age groups among males. Reserve propensity is also significantly higher than
National Guard propensity among females for all age groups. Similar to composite propensity,
propensity for the National Guard and Reserves decreases with age (the exceptionally high Reserve
propensity among 20-21 year-old females was not seen in past years, and is most likely the result of

sampling error) and significant decreases occur between the age groups of 16-17 and 18-19 year-olds.
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Table 4-4. Fall 1997 YATS - Percent Positive Active and Reserve Composite, and National Guard

and Reserve Propensity, by Gender and Age

Males
. 16-17 18-19 20-21 22-24 -
Propensity Measure Year-Olds? Year-Olds? Year-Olds® Year-Oldsd Total®
Composite
Active 332 (1.1) 24.1 (1.1) 16.1 (1.2) 12.7 (1.1) 21.2 (0.6)
Reserve 24.5 (1.1) 17.6 (1.4) 13.2 (1.3) 11.3 (1.0) 16.5 (0.7)
National Guard 11.3 (0.7) 3.2 (0.9) 6.3 (0.9) 6.1 (0.7) 7.9 (0.4)
Reserves 203 (1.1) 15.1 (1.3) 11.5 (1.2) 9.5 (1.1) 13.9 (0.6)
Females
16-17 18-19 20-21 2224 )
Propensity Measure Year-Oldsf Year-Olds8 Year-Oldsh Year-Olds! Total
Composite
Active 16.5 (1.3) 9.3 (1.0) 5.8 (0.9) 5.1 (0.9) 89 (0.5)
Reserve 11.7 (1.1) 6.5 (1.0) 5.9 (1.0) 4.4 (0.6) 6.9 (0.5)
National Guard 6.1 (0.8) 3.6 (0.9) 24 (0.5) 1.7 (0.4) 3.3 (0.3)
Reserves 8.6 (0.8) 4.6 (0.8) 4.9 (1.0) 4.0 (0.6) 5.4 (0.4)
Note: Tabled values are percentages with standard errors in parentheses.
Males Females

3Estimates are based on 2,047 interviews.
bEstimates are based on 1,430 interviews.
CEstimates are based on 1,177 interviews.
dEstimates are based on 1,396 interviews.
€Estimates are based on 6,050 interviews.

Source: Q402, CALCAGE, APPOSNEG, RPPOSNEG, Q505, and Q507

fEstim'ates are based on 1,331 interviews.

8Estimates are based on 948 interviews.
hEstimates are based on 839 interviews.
IEstimates are based on 995 interviews.

JEstimates are based on 4,113 interviews.
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Percent

Age

—O— Active Composite —&—Reserve Composite

Figure 4-4A. Fall 1997 YATS - Percent Positive Active and Reserve Composite Propensity
Among Males, by Single Year of Age

Percent

Age

—O—Active Composite

~&—Reserve Composite

24

Figure 4-4B.

Fall 1997 YATS - Percent Positive Active and Reserve Composite Propensity
Among Females, by Single Year of Age
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Percent

16 17 18 19 20 21 22 23 24
Age
—O-—National Guard —&— Reserves

Figure 4-4C. Fall 1997 YATS - Percent Positive National Guard and Reserve Propensity
Among Males, by Single Year of Age

14

Percent

16 17 18 19 20 21 22 23 24
Age
—O—National Guard -—&— Reserves

Figure 4-4D. Fall 1997 YATS - Percent Positive National Guard and Reserve Propensity
Among Females, by Single Year of Age
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Table 4-5 and Figures 4-5A through 4-5D present propensity estimates by age for the
components that make up the National Guard and Reserves. As found in previous years, males of every
age have higher Army National Guard propensity than Air National Guard propensity. For females,
propensity for the Army National Guard (2 percent) is significantly higher than that for Air National
Guard (1.1 percent).

In terms of Service-specific Reserve propensity, Army Reserve propensity (4.6 percent) is
significantly higher than propensity for any other Reserve Service among males. For females, propensity
for the Army Reserve (2.5 percent) is higher than propensity for all other Services and significantly higher
among 16-17 and 18-19 year-old females.

|
|
|
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Table 4-5. Fall 1997 YATS - Percent Positive National Guard and Reserve Propensity, by Gender and Age

Males
16-17 18-19 20-21 22-24
Propensity Measure Year-Olds? Year-Olds® Year-Olds® Year-Oldsd Total® -
National Guard 11.3 (0.7) 82 (0.9 6.3 (0.9) 6.1 (0.7) 7.9 (0.4)
Army National Guard 7.0 (0.6) 4.7 (0.6) 3.4 (0.6) 3.7 (0.5) 4.7 (0.3)
Air National Guard 4.1 (04) 3.1 (0.7) 2.9 (0.6) 24 (0.5) 3.1 (0.3)
Reserves ) 20.3 (1.1) 15.1 (1.3) 11.5 (1.2) 9.5 (1.1) 13.9 (0.6)
Army Reserve 7.4 (0.7) 42 (0.7) 4.0 (0.8) 3.1 (0.6) 4.6 (04)
Naval Reserve 2.5 (0.3) 2.8 (0.5) 1.8 (0.4) 1.2 (0.4) 2.0 (0.2)
Marine Corps Reserve 3.7 (0.5) 3.6 (0.6) 1.6 (0.5) 1.5 (0.5) 2.6 (0.3)
Air Force Reserve 4.6 (0.5) 2.9 (0.5) 3.3 (0.8) 2.2 (0.4) 3.2 (0.3)
Coast Guard Reserve 1.3 (0.3) 1.5 (0.3) 0.6 (0.3) 1.0 (0.3) 1.1 (0.2)
Females
16-17 18-19 20-21 22-24 ) )
Propensity Measure Year-Oldsf Year-Olds® Year-Oldsh Year-Olds! Total
National Guard 6.1 (0.8) 3.6 (0.9) 2.4 (0.5) 1.7 (0.4) 3.3 (0.3)
Army National Guard 3.7 (0.6) 2.2 (0.7) 1.4 (0.4) 1.1 (0.4) 2.0 (0.2)
Air National Guard 2.1 (0.5) 0.9 (0.4) 1.0 (0.4) 0.5 (0.2) 1.1 (0.2)
Reserves 8.6 (0.8) 4.6 (0.8) 49 (1.0) 4.0 (0.6) 54 (0.4)
Army Reserve 3.3 (0.5) 2.4 (0.6) 3.1 (0.9 1.6 (0.4) 2.5 (0.3)
Naval Reserve 1.1 (0.3) 0.7 (0.3) 04 (0.2) 0.5 (0.3) 0.7 (0.1)
Marine Corps Reserve 1.0 (0.3) 0.5 (0.2) 0.2 (0.2) 0.9 (0.3) 0.7 (0.1)
Air Force Reserve 2.0 (0.4) 0.7 (0.2) 12 (0.4) 0.6 (0.3) 1.1 (0.2)
Coast Guard Reserve 0.9 (0.4) 0.1 (0.1) 0.0 (0.0) 0.3 (0.2) 0.3 (0.1)
Note: Tabled values are percentages with standard errors in parentheses.
Males Females
3Fstimates are based on 2,047 interviews. fEstimates are based on 1,331 interviews.
bEstimates are based on 1,430 interviews. 2Estimates are based on 948 interviews.
CEstimates are based on 1,177 interviews. f‘Estimates are based on 839 interviews.
dEgtimates are based on 1,396 interviews. Estimates are based on 995 interviews.
®Estimates are based on 6,050 interviews. JEstimates are based on 4,113 interviews.

Source: Q402, CALCAGE, and Q505-Q508.
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Positive National Guard Propensity 7.9%

Air National Guard

Army National Guard

Figure 4-5A. Fall 1997 YATS - National Guard Propensity Among Males

Positive National Guard Propensity 3.3%

1.1% Air National Guard

Army National Guard

Figure 4-5B. Fall 1997 YATS - National Guard Propensity Among Females

Positive Reserve Propensity 13.9%

Coast Guard Reserve
Naval Reserve

Marine Corps Reserve

Air Force Reserve

Army Reserve
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Positive Reserve Propensity 5.4%

Coast Guard Reserve
Marine Comps Reserve

U "= e

Air Force Reserve -

Army Reserve

Figure 4-5D. Fall 1997 YATS - Reserve Propensity Among Females

Reserve Propensity and School Status

Table 4-6 presents propensity by school status for male and female youth. The table groups
the youths’ educational status into two categories, students and non-students. These data are displayed
graphically in Figures 4-6A and 4-6B. A well-established relationship between school status and
propensity continues in 1997. Generally, as level of education increases within both groups of students
and non-students, propensity decreases. This relationship occurs for active and Reserve composite
propensity as well as National Guard and Reserve propensity. This year, the Reserve composite,
National Guard, and Reserve propensity of women who have completed some college appears to be
slightly greater than of women who have only completed high school. However, the difference is not
statistically significant, has not been observed in previous years, and is most likely the result of sampling

€ITor.

WESTAT 4-15



Report

ising

Propensity and Advert

Youth Attitude Tracking Study 1997

ty for the National Guard and Reserves

nSi

Enlistment Prope.

"SMOIAISNL €] |y UO PAseq dJe SIWSH,
"SMAJAIO 86| UO Paseq dle SABWNISHg
"SMOIAIBIUL 96T UO PIsEq e SOjewINIST,
*SMIIAIONI HES UO PIseq 318 SABWHISH,

"LSTOOHDS pue 3800 DLOKD ‘VHOrD ‘L0SO ‘05O ‘“DANSOddY ‘DANSOJdY ‘TO¥D :901mog

"SMAIAIIUI LEE UO Paseq a1e SalBuwlsHy,

“SMAIAIONUY OLE°] UO PIseq 318 SaLWIIST
"SMOIAIIUL §19 UO PIseq die sAteIST
"SMAIAINUL G/ UO Paseq 218 S3IRWIISH,

'SMAIALONIE (0§09 UO Paseq e salewIsT,,
"SMIIAIOIL £7T UO Paseq 3Je sajewlisdg
'SMOIAIDIUL 6| € UO PISEQ D18 SABWINSH,
"SMIIAISIIL 88 UO PISEQ I8 SABWISH

"SMOIAISNY O L UO Paseq e SajewisT ),
“SMOLAIBIUL 669° U0 Paseq SIe SRS,

"SMIIAIDNUL £06 UO PAsEq d1B SABUWINISH
"SM3JAIDJUL OZE ] UO Paseq Je SABWIISH,,

S3[Bo, S3eIN

‘sasayjuaied ug 10113 pIepurys Ynm sadejuasiad a1e sanjeA pajqe], 0N
o) v's (s0) s0 (€n sy 1) Le oD 9L (s0) ¢¢ @ 8L (rp sot S3ASSY
(€0 €€ 00 00 (o) 8¢ (90) 6'1 €nre (¥0) 81 o9y (T €L pIenD) [eusieN

($°0) 69 (s0) s0 scLs oD €y (81) 66 (s0) Ty (9'1) 901 D 6¢€l 9A1959Y

(s0) 68 Lo 1t 1) s¢ @ v9 @8nzu (s0) 8¢ 61 €5l wn g6l aAnOY
3)isoduio)

sajewdy

(9°0) 6'¢1

am et

81 gL

(€1) 981

an s (81) 891 o) vs w1 sz SOAIOSY
o 6L oD el e s (60) 1L (rn rot (s0) ¢y (Tn s6 (n el pieny jeuoljeN
(L0) $91 T e (61 €6 Ty sl 02 €0t Lo s6 CHVR 4 W) gLt 2159y
90 Tit €D s (10 sol an oLl () 89t o) ot (1) 6t @ vie AAIRY
snsodwio)y
SOIBIAl
yleoL golenpeln ,_oMo:oo solenpein vuﬁo_aeoo Hluspmig qioIuds pluspmIg ainsea| Ansuadoid
ads(100 awog [ooyos ySiH -UON ajenpeln jooyos jooyas Y31y
/K1epuodas Yy J01U9G-UON
-1504
SIUSPNIG-UON sjuapnig

SNIEIS jooUdS

1opusn) pue snelg jooydg Aq ‘Ausuadold 9AI8SY pue pieno [euoijeN pue a3isodwio) A1y PUB JAIDY JANISOJ JUIA] - SLVA L661 l1Bd  '9-¥ 3lqeL

WESTAT

4-16




Chapter Four

30

251 - - - -------cccecccaceraacctettc s s e st s

20108 |.. .. g R R

15100 (---- B0 |------------ P |-

ol 8 B--B lL-----0------ — - |---c-cciceeieeiea
5 » : e mceoeacaa
0 e . S i % HE
B 3
6 e
0
I

Percent

) = L- - [ [4
It 2 s . § ES 3
a3 & g3 §8 S 50
z T o
[ Students | [ Non-Students J
Schootl Status

BReserve Composite CIReserves BINational Guard

Figure 4-6A. Fall 1997 YATS - Percent Positive Reserve Composite, National Guard and
Reserve Propensity Among Males, by School Status
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Reserve Propensity by Employment and School Status

Table 4-7 presents Reserve composite propensity by employment and school status. These
data are displayed in Figures 4-7A (males) and 4-7B (females). Propensity is significantly higher among
males who are not employed but looking for work (24.4 percent) and lowest among those who are not
employed and not looking for work (13.9 percent). Among males who are not employed but looking for

work, propensity is highest among high school students (31.2 percent).

As with males, propensity for females is significantly higher among those who are not employed

but looking for work (13.6 percent). No significant differences appeared among females who were either
employed (5.9 percent) or not employed and not looking for work (4.9 percent). Propensities for several

small groups of high school graduates and youth with some college were not presented because too few

were interviewed to support reliable estimates.

Table 4-7. Fall 1997 YATS - Percent Positive Reserve Composite Propensity Among Males and Females,
by Employment and School Status
Males
Postsecondary/
High School High School Some Graduate
Employment Status Students? Graduatesb College® Studentsd Total®
Employed 249 (1.4) 13.0 (1.2) 9.0 (1.9) 9.3 (1.1) 14.8 (0.7)
Not employed, looking 31.2 (2.5) 20.2 (4.8) 14.5 (6.5) 12.6 (2.2) 24.4 (1.8)
Not employed, not looking 17.9 (1.5) - -- 8.7 (1.6) 13.9 (1.1)
Total 25.0 (1.0) 13.5 (1.2) 9.3 (1.9) 9.5 (0.7) 16.5 (0.7)
Females
Postsecondary/
High School High School Some Graduate .

Employment Status Studentsf Graduates® Collegeh Students’ Totall
Employed 11.0 (1.8) 3.6 (1.1) 5.8 (1.7) 4.0 (0.7) 5.9 (0.6)
Not employed, looking 17.6 (2.0) 6.8 (3.3) 18.4 (9.8) 78 (2.1) 13.6 (1.5)
Not employed, not looking 9.0 (1.6) 6.3 (2.8) - 2.9 (0.8) 4.9 (0.6)
Total 12.4 (1.1) 4.3 (1.0) 5.7 (1.5) 4.2 (0.5) 6.9 (0.5)
Note: Tabled values are percentages with standard errors in parentheses.
(-) Indicates cell size is so small that standard error estimate is not reliable.

Females

Males

Estimates are based on 2,223 interviews.
DEstimates are based on 848 interviews.
CEstimates are based on 319 intesviews.
Estimates are based on 1,699 interviews.
€Estimates are based on 6,050 interviews.

Source: Q402, Q404A, Q407, Q408C, SCHOOLST, Q416, Q417, and RPPOSNEG.

fEstimates are based on 1,359 interviews.
ZEstimates are based on 534 interviews.
!‘Estimates are based on 296 interviews.
IEstimates are based on 1,370 interviews.
JEstimates are based on 4,113 interviews.
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Reserve Propensity and Race/Ethnicity

Table 4-8 and Figures 4-8A and 4-8B present propensity by race/ethnicity and gender.
Among males, Reserve composite propensity among Blacks (26 percent) and Hispanics (25.9 percent) is
more than twice that found among Whites (12.1 percent). Among females, Reserve composite
propensity for Blacks (15.5 percent) and Hispanics (13.1 percent) is more than three times that expressed
by Whites (3.3 percent). There is no significant difference in Reserve composite propensity between

Blacks and Hispanics among either males or females.

Propensity for the National Guard and Reserves are also significantly higher among Black

and Hispanic youth than Whites, for all males and females.

Table 4-8. Fall 1997 YATS - Percent Positive Active and Reserve Composite, and National Guard
and Reserve Propensity, by Gender and Race/Ethnicity

Males

Propensity Measure White? Black® Hispanic® Totald
Composite

Active 15.7 (0.6) 32.3 (2.3) 33.8 (1.9) 21.2 (0.6)

Reserve 12.1 (0.6) 26.0 (2.2) 259 (2.0) 16.5 (0.7)
National Guard 54 (0.3) 14.3 (1.8) 12.5 (1.2) 7.9 (0.4)
Reserves 10.1 (0.5) 22.9 (2.1) 21.4 (1.8) 13.9 (0.6)

Females

Propensity Measure White® Blackf Hispanic® Totalh
Composite

Active 5.0 (0.4) 159 (2.1) 18.2 (2.0) 8.9 (0.5

Reserve 3.3 (03) 15.5 (1.9) 13.1 (1.4) 6.9 (0.5)
National Guard 1.5 (0.2) 7.0 (1.2) 7.3 (1.1) 3.3 (0.3)
Reserves 2.7 (0.2) 11.7 (1.8) 10.3 (1.3) 5.4 (0.4)
Note: Tabled values are percentages with standard errors in parentheses.

Males Females

AFstimates are based on 4,227 interviews. CEstimates are based on 2,860 interviews.
bEstimates are based on 584 interviews. fEstimates are based on 459 interviews.
CEstimates are based on 708 interviews. SEstimates are based on 481 interviews.
OEstimates are based on 6,050 interviews. BEgtimates are based on 4,113 interviews.

Source: Q402, APPOSNEG, RPPOSNEG, Q505, Q507, Q714, and Q715.
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Reserve Propensity and Region

Table 4-9 and Figures 4-9A and 4-9B present propensity by region of residence for males
and females. Reserve composite propensity is significantly lower for males in the North Central region
(13.1 percent) than for males in any other region. A similar propensity pattern is evident for both the
Reserves and the National Guard. Males in the Northeast and West show the highest propensity for
Reserves while males in the Northeast show the highest propensity for the National Guard.

The pattern among females is quite different. Females from the South express higher levels

of Reserve composite and Reserve propensity than those from the North Central and West regions.

National Guard propensity among females does not differ significantly from one region to another.

Table 4-9. Fall 1997 YATS - Percent Positive Active and Reserve Composite, and National Guard
and Reserve Propensity, by Gender and Region

Males
North
Propensity Measure Northeast? Central® South® Westd Total®
Composite
Active 225 (1.4) 17.7 (1.0) 219 (1.1) 235 (1.5) 21.2 (0.6)
Reserve 19.0 (1.6) 13.1 (1.0) 16.3 (0.8) 18.8 (1.3) 16.5 (0.7)
National Guard 9.7 (1.2) 6.1 (0.7) 8.4 (0.6) 8.1 (0.7) 79 (0.4)
Reserves 15.5 (1.3) 11.3 (0.9) 14.0 (0.8) 15.6 (1.2) 13.9 (0.6)
Females
North
Propensity Measure Northeast! Central® Southh Westl Total
Composite
Active 9.9 (1.3) 6.4 (0.7) 9.9 (0.8) 9.0 (1.2) 8.9 (0.5)
Reserve 7.3 (1.0) 5.8 (0.9) 8.3 (0.8) 5.6 (1.0) 6.9 (0.5)
National Guard 3.6 (0.8) 33 0.7 3.3 (0.5) 3.3 (0.6) 3.3 (0.3)
Reserves 6.4 (0.9) 43 (0.7) 6.7 (0.7) 3.7 (0.7) 5.4 (04)
Note: Tabled values are percentages with standard errors in parentheses.
Males Females

3Estimates are based on 1,064 interviews.
bEstimates are based on 1,579 interviews.
CEstimates are based on 2,068 interviews.

Estimates are based on 1,339 interviews.
CEstimates are based on 6,050 interviews.

Source: Q402, APPOSNEG, RPPOSNEG, Q505, Q507, and REGION.

fEstimates are based on 684 interviews.
fEstimates are based on 955 interviews.
!‘Estimates are based on 1,532 interviews.
IEstimates are based on 942 interviews.
JEstimates are based on 4,113 interviews.
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Summary of Demographic Correlates of Reserve Propensity

eserve composite propensity among males dropped from about 18 percent 1992 to
Kpproximately 16 percent in 1994, and has not changed significantly since 1994.

Reserve composite propensity increased among females, from 7 percent in 1993 to over 8 percent in
1995 and 1996, dropped significantly in 1997 to 6.9 percent. Reserve propensity was significantly
higher than National Guard propensity for males and females during this period. Among males, Army
National Guard propensity has remained consistently higher than Air National Guard propensity.
Additionally, propensity for the Army Reserve was consistently highest among the five Reserve
components from 1992 to 1997. Just as with males, Army National Guard propensity has remained

higher than Air National Guard propensity among females over the past six years.

Among both males and females, Reserve composite propensity decreased as age increased.
The negative correlation between propensity and age is most visible among the younger youth (16 - 19

year-olds).

Generally, as the level of education increases among male and female students and non-
students, propensity decreases. Propensity is higher among youth who are not employed but looking for
work than among those who are working and/or not looking for work. More than 31 percent of male
high school students who are unemployed and looking for work expressed positive propensity toward
Reserve service compared to 24.9 percent of high school students who are employed.

For males and females, Reserve composite propensity among Blacks and Hispanics is
significantly higher than that among Whites. Propensity for the National Guard and Reserves is also
higher among Blacks and Hispanics than Whites.

Reserve composite, Reserve, and National Guard propensity is lowest for males in the
North Central region. Females from the South express higher levels of Reserve composite and Reserve.
However, National Guard propensity among females does not differ significantly from one region to

another.
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Chapter Five

5. AWARENESS OF MILITARY ADVERTISING

In the 25 years since the institution of the All-Volunteer Force, researchers have debated

whether advertising for the military Services should be viewed the same as for any

commercial product or service. What is not debated is the purpose of this advertising: to positively

influence the knowledge, attitudes, and behaviors of American youth, and persuade them to enlist in the
U.S. Armed Forces. The advertising is specifically designed to recruit young men and women who
possess special characteristics which are required of soldiers, sailors, airmen, and Marines. Military
advertisements are either “paid” advertisements which are funded by recruiting budgets within the
Services or “unpaid” Public Service Announcements (PSAs). Programming time for PSAs is provided

free of charge as a form of public service based on national interest surrounding military service.

The YATS survey asks a series of questions related to military advertising. The results
from these questions provide feedback to the Services on the effect of their advertising campaigns on
military-eligible youth. Two questions in the YATS survey measure “unaided” advertising awareness.

All YATS respondents are initially asked:

Within the past year, do you recall seeing or hearing any advertising that

encouraged people to enlist in one or more of the Services?

If the respondent acknowledges seeing or hearing military advertising, the interviewer asks the

respondent to focus in on this exposure:
For which Military Services did you see this kind of advertising?

Since respondents were asked to recall specific Service advertising without first being presented a list of
Services, these two questions are considered measures of “unaided” advertising awareness. This chapter
presents historical trends in advertising awareness from the 1993 to 1997 YATS administrations,

followed by more detailed findings from the 1997 study.

Historical Trends in Advertising Awareness

Table 5-1 and Figure 5-1A present patterns of unaided advertising awareness for 1993
to 1997. The table includes results of significance testing comparing estimates from
each of the earlier years with those for 1997. An asterisk (*) identifies estimates that are statistically
different from the 1997 estimate. For example, among males, the percentages who recalled military

advertising in 1993-(84.9 percent) and 1994 (85.0 percent) were significantly less than the percentage of
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" males who recalled advertising in 1997 (87.4 percent). Thus, after a significant increase in advertising

awareness among males in 1995, awareness appears to have remained stable since. Among females, in
contrast, the change in awareness from 1993 (85.2 percent) to 1997 (86.7 percent) is not significant.
Unaided advertising awareness does not significantly differ between males and females in 1997 814

percent for males compared to 86.7 percent for females).

The percentages of males and females recalling advertising for specific Services is also
displayed in Table 5-1, and in Figures 5-1B (males) and 5-1C (females). Overall, significantly more
males than females recalled advertising for each of the military Services between 1993 to 1997,
although approximately the same percentage of males and females recalled Army advertising in 1993
and 1994. Figures 5-1B and 5-1C show significant differences in Service-specific advertising recall by
both males and females. Advertising awareness was highest for Army advertising, followed by
advertising for the Marine Corps. Recall was lowest for Coast Guard advertising. Recall levels appeared
to be lower in 1997 for all Services, but this decline was significant in only four instances. Among
males, unaided advertising recall for the Air Force was at the lowest level (33.6 percent) of any of the
years examined. Coast Guard advertising recall was also lower (10.3 percent) than the prior two years
(13.1 percent in 1995 and 11.5 percent in 1996). Recall of Air Force advertising exhibited the same
pattern among females as it did among males, as the 22.8 percent of females reporting unaided recall was
the lowest level in the period examined. Finally, recall by females of Navy advertising also declined
from 1996 levels (32.9 percent in 1997 vs. 35.7 percent in 1996).

It is not surprising that recall of military advertising is generally higher among men than
women. Males remain the primary recruiting target for the military Services, and advertising is targeted
accordingly (i.e., focusing on male-oriented media such as sports magazines and programs). For
example, Army and Marine Corps advertisements are featured prominently during television coverage of
the NFL playoffs, the baseball World Series, the NCAA men’s basketball tournament, and the NBA

Finals. All this results in males receiving more exposure to Service advertising than do females.

The decline in women’s awareness of Navy advertising is also consistent with recent shifts
in advertising emphasis. Advertising strategy is adjusted in concert with recruiting requirements and the
Navy has been attracting sufficient women without advertising targeted to women. The Navy is

directing its advertising to the larger, male-oriented market.
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Table 5-1. Fall 1997 YATS - Unaided Advertising Awareness, by Gender, 1993-1997

Year
Males 1993* 1994° 1995° 1996° 1997°
Within the past year, do you recall seeing or
hearing any advertising that encouraged people
to enlist in one or more of the Services? 84.9 (0.5 85.0 (0.6)* 87.8 (0.4) 87.1 (0.5) 87.4 (0.5)
If yes, for which Military Services did
you see this kind of advertising?
Amy 70.5 (0.8)* 70.7 (0.8)* 77.2 (0.6)* 75.6 (0.7) 74.7 (0.7)
Navy 39.4 (0.9 40.5 (0.9)* 43.5 (0.7) 46.1 (0.6) 449 (0.7)
Marine Corps 52.8 (1.1) 525 (0.8) 52.8 (0.7) 53.3 (0.6) 524 (0.7)
Air Force 403 (0.9 38.1 (0.8)* 39.0 (0.6)* = 384 (0.7)* 33.6 (0.6)
Coast Guard 11.2 (0.5) 10.4 (0.5) 13.1 (0.5)* 11.5 (0.4)* 103 (0.4)
Year
Females 1993 1994° 1995° 1996° 1997°
Within the past year, do you recall seeing or
hearing any advertising that encouraged people
to enlist in one or more of the Services? 852 (1.2) 850 (0.9) 86.1 (0.7) 877 (0.7) 86.7 (0.8)
If yes, for which Military Services did
you see this kind of advertising?
Army 69.4 (1.6) 690 (1.2) 72.4 (0.9) 73.2 (0.8) 71.8 (1.0)
Navy 30.0 (1.3) 314 (1.0) 344 (0.9) 357 (1.0)* 329 (0.8)
Marine Corps 442 (1.6) 419 (1.0) 39.0 (0.8) 41.7 (1.0) 40.7 (1.0)
Air Force 29.9 .(1.2)* 283 (0.9)* 28.5 (0.8)* 29.7 (0.8)* 22.8 (0.8)
Coast Guard 6.0 (0.5) 6.8 (0.6) 7.8 (0.5)* 7.0 (0.5) 5.8 (0.4)
Note: Tabled values are percentages with standard errors in parentheses.
3Estimates are based on 3,390 interviews for males and 1,811 for females.
bEstimates are based on 4,231 interviews for males and 2,303 for females.
CEstimates are based on 7,060 interviews for males and 3,723 for females.
OEstimates are based on 6,405 interviews for males and 3,798 for females.
€Estimates are based on 6,050 interviews for males and 4,113 for females.
*Difference between this year’s and 1997 estimate was statistically significant at the p=.05 level.
Source: Q402, Q616B, and Q617F.
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Figure 5-1C. Fall 1997 YATS - Unaided Advertising Awareness (Service-Specific) Among
Females, 1993-1997

YATS also obtains feedback on the Joint Recruiting Advertising Program (JRAP), which is
responsible for television and print campaigns naming all Services in each advertisement. The survey

asks all respondents the following question:

Do you recall seeing or hearing any advertising for the U.S. Armed Forces

in which all the Services were represented?

Unlike the previous two questions analyzed, this question is considered “aided,” as the interviewer
specifically asks the respondent about JRAP or Joint Service advertising. Since the difference between
aided and unaided responses can present methodological issues, analysts should not directly compare

results between Joint Service recall and Service-specific recall.

Table 5-2 and Figure 5-2 present findings on Joint Service advertising recall from 1993 to
1997. Aided recall of Joint Service advertising was significantly higher among males than females
between 1993 and 1996, although the difference between males and fe;nales decreased from 4.2 points in
1993 to 2.8 points in 1996. Recall of Joint Service advertising in 1997 was significantly lower than in
each of the preceding four years for both males (18.0 percent) and females (17.0 percent). However, the

difference between males and females in 1997 was not significant.
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Table 5-2. Fall 1997 YATS - Unaided Advertising Awareness (Joint Service), by Gender, 1993-1997

Year
Males 1993 1994 1995° 1996° 1997° _
Do you recall seeing or hearing any
advertising for the U.S. armed forces in
which all the Services were represented? 29.7 (0.8)* 23.6 (0.7)* 25.4 (0.6)* 22.7 (0.6)* 18.0 (0.5)
Year
Females 1993° 1994° 1995° 1996 1997°
Do you recall seeing or hearing any
advertising for the U.S. armed forces in
which all the Services were represented? 25.5 (1.3 202 (1.2)* 21.3 (0.9)* 19.9 (0.6)* 17.0 (0.6)

Note: Tabled values are percentages with standard errors in parentheses.

3Estimates are based on 3,390 interviews for males and 1,811 for females.
bEstimates are based on 4,231 interviews for males and 2,303 for females.
CEstimates are based on 7,060 interviews for males and 3,723 for females.
dEstimates are based on 6,405 interviews for males and 3,798 for females.
®Estimates are based on 6,050 interviews for males and 4,113 for females.

*Difference between this year’s and 1997 estimate was statistically significant at the p=.05 level.

Source: Q402, Q616B, Q617F, and Q608.
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Figure 5-2.  Fall 1997 YATS - Unaided Advertising Awareness (Joint Service), by Gender,

1993-1997
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The decline in awareness of JRAP advertising is consistent with advertising activity. Joint
advertising had a significant presence on television prior to 1993; advertising awareness dropped off
following its termination. JRAP aired some television advertising in the Summers of 1995 and 1996.
Although the 1995 and 1996 advertising was not at the pre-1993 levels, it was apparently sufficient to
sustain some awareness. Because of funding cuts, there was no JRAP advertising in 1997, and

advertising awareness is declining.

Advertising Awareness Among Youth: 1997

1997 Inter-Service Differences in Advertising Awareness

Tables 5-3 and 5-4 present 1997 results of advertising awareness among males and females,
respectively. As noted above, there ‘was no significant difference in overall unaided recall between
males and females, but significantly more males than females recalled specific Service advertising in
1997. Army advertising had the highest recall levels, followed by recall of Marine Corps advertising.
Recall was lowest for the Coast Guard regardless of gender. Recall of Air Force advertising was lower
than of Army, Navy or Marine Corps advertising for men and women. Males and females were similar

in recall of Joint Service advertising in 1997.

Inter-Service differences in advertising recall may be due to a wide variety of factors,
including funding, media selection, audiences targeted, or messages portrayed in advertising. Public
perceptions of and attitudes toward the different Services may also influence awareness independent of

advertising effort.

Sociodemographic Correlates of Advertising Recall

This section presents the relationship of advertising recall by gender to five different
sociodemographic factors--age, school status, employment status, race/ethnicity, and region of residence.
The effect of these factors on advertising awareness is small, compared to inter-Service differences in

awareness. Annotations within the tables show statistically significant differences between groups.

Advertising Recall and Age. Table 5-3 and Figures 5-3A and 5-3B present advertising
awareness among males by age. (The table presents data by four age groups, and the figures present data
by single year of age.) General advertising awareness was stable among males across the four age
groups, but significant differences between age groups did exist in recall of Service-specific advertising.
Awareness of Air Force and Coast Guard advertising was significantly lower among 16-17 year-olds
than the three older groups. There were no significant differences between age groups in recall of Army
and Navy advertising. Awareness of Joint Service advertising was lower among 16-17 year-olds (15.5

percent) and 18-197year-olds (17.0 percent) than among 22-24 year-olds (20.4 percent).
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Table 5-3. Fall 1997 YATS - Unaided Advertising Awareness Among Males, by Age

Age
16-17 18-19 20-21 22-24 -
Year-Olds®  Year-Olds®  Year-Olds®  Year-Oldsd Total®
Within the past year, do you
recall seeing or hearing any
advertising that encouraged
people to enlist in one or more
of the Services? 87.2 (0.7) 87.1 (1.1) 87.4 (1.1) 87.5 (0.9) 87.4 (0.5)
If yes, for which Military
Services did you see this
kind of advertising?
Army 74.6 (1.1) 76.4 (1.3) 74.3 (1.5) 73.9 (1.1) 74.7 (0.7)
Navy 442 (1.2) 46.0 (1.6) 45.7 (1.7) 44.0 (1.1) 449 (0.7)
Marine Corps 495 (l.l)# 526 (14) 54.8 (1.5) 529 (1.5) 52.4 (0.7)
Air Force 27.8 (1.3)*#+ 34.0 (1.4) 36.0 (1.6) 36.5 (1.4) 33.6 (0.6)
Coast Guard 75 (0.6)*#+ 10.7 (0.9) 10.8 (0.9) 12.0 (1.1) 103 (0.4)
Do you recall seeing or
hearing any advertising for
the U.S. armed forces in which
all the Services were represented? 15.5 (0.9)"' 17.0 ( 1.1)& 18.3 (1.2) 20.4 (1.0) 18.0 (0.5)
Note: Tabled values are percentages with standard errors in parentheses.
3Estimates are based on 2,047 interviews with 16-17 year-olds.
bEstimates are based on 1,430 interviews with 18-19 year-olds.
CEstimates are based on 1,177 interviews with 20-21 year-olds.
dEstimates are based on 1,396 interviews with 22-24 year-olds.
©Estimates are based on 6,050 interviews.
*Differences between 16-17 year-olds and 18-19 year-olds were statistically significant at the p=.05 level.
#Differences between 16-17 year-olds and 20-21 year-olds were statistically significant at the p=.05 level.
*Differences between 16-17 year-olds and 22-24 year-olds were statistically significant at the p=.05 level.
&Differences between 18-19 year-olds and 22-24 year-olds were statistically significant at the p=.05 level.
Source: Q402, CALCAGE, Q616B, Q617F, and Q608.
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Youth Attitude Tracking Study 1997: Propensity and Advertising Report
Awareness of Military Advertising

Table 5-4 and Figures 5-4A and 5-4B present advertising awareness among females by age.
Recall of Army, Air Force, and Marine Corps advertising by 16-17 year-old females was lower than that
reported by the other age groups. Recall of Marine Corps advertising increased with age. The Coast
Guard was the only Service for which no significant differences in recall existed between age groups.
Recall of Joint Service advertising exhibited a different pattern among females than was shown by males.
Awareness of Joint Service advertising was significantly lower among 20-21 year old females (13.8
percent) than among 16-17 year-old (16.9 percent) and 22-24 year-old females (19.7 percent).

Awareness among this latter group was also higher than that of 18-19 year-old females (16.4 percent).

Table 5-4. Fall 1997 YATS - Unaided Advertising Awareness Among Females, by Age

Age
16-17 18-19 20-21 22-24
Year-Olds? Year-OldsP Year-Olds® Year-Oldsd Total®
Within the past year, do you
recall seeing or hearing any
advertising that encouraged
people to enlist in one or more
of the Services? 86.1 (1.2) 85.0 (1.5) 87.2 (1.4) 88.2 (1.3) 86.7 (0.8)
If yes, for which Military
Services did you see this
kind of advertising?
Army 68.8 (1.6)# 72.4 (1.6) 73.8 (1.7) 72.3 (1.7) 71.8 (1.0)
Navy 358 (1.6)" 343 (1L.7)% 34.0 (1.9 29.1 (1.5) 32.9 (0.8)
Marine Corps 33.6 (1.4)*#+ 38.1 (1.8)@& 433 (1.8) 46.0 (2.1) 40.7 (1.0)
Air Force 204 (1.2)7 23.3 (1.5) 21.9 (1.6) 247 (1.7) 22.8 (0.8)
Coast Guard 6.3 (0.7) 5.9 (0.9) 4.5 (0.8) 6.3 (0.9) 5.8 (0.9)
Do you recall seeing or
hearing any advertising for
the U.S. armed forces in which
all the Services were represented? 16.9 (1.0)# 16.4 (1.2)& 13.8 (1.2 19.7 (1.1) 17.0 (0.6)

Note: Tabled values are percentages with standard errors in parentheses.

3Estimates are based on 1,331 interviews with 16-17 year-olds.
bEstimates are based on 948 interviews with 18-19 year-olds.
CEstimates are based on 839 interviews with 20-21 year-olds.
dEstimates are based on 995 interviews with 22-24 year-olds.
CEstimates are based on 4,113 interviews.

*Differences between 16-17 year-olds and 18-19 year-olds were statistically significant at the p=.05 level.
#Differences between 16-17 year-olds and 20-21 year-olds were statistically significant at the p=.05 level.
*Differences between 16-17 year-olds and 22-24 year-olds were statistically signiﬁcam at the p=.05 level.
@pifferences between 18-19 year-olds and 20-21 year-olds were statistically significant at the p=.05 level.
&pjifferences between 18-19 year-olds and 22-24 year-olds were statistically significant at the p=.05 level.
~Differences between 20-21 year-olds and 22-24 year-olds were statistically significant at the p=.05 level.

Source: Q402, CALCAGE, Q616B, Q617F, and Q608.
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Youth Attitude Tracking Study 1997: Propensity and Advertising Report
Awareness of Military Advertising

Advertising Recall and School Status. Table 5-5 and Figure 5-5A present awareness of
military advertising by school status and gender. Figure 5-5B (males) and Figure 5-5C (females) present
findings for recall of specific Service advertising by school status. Figure 5-5A shows a distinct
relationship between general advertising recall and school status: for both males and females, and for
both youth currently in school (students) and those no longer in school (non-students), advértising recall

increased as the level of educational achievement increased.

Recruiting policy may, in part, account for this clear relationship between educational
achievement and advertising awareness. The Services seek high-aptitude recruits who learn quickly and
are likely to perform better on the job. Recruiters’ efforts to attract high-aptitude individuals may
increase the awareness of these people to military advertising. Logically, high aptitude individuals are
also most likely to have more schooling. Thus, a positive relationship between advertising awareness,

educational achievement, and recruiter interest is to be expected.

Contact by Service recruiters may also explain the relationship between age and awareness
of advertising for specific Services. Recruiters tend to focus their efforts on high school seniors and high
school graduates. Younger (i.e., 16-17 year-old) youth are not yet eligible for enlistment, and thus have
comparatively little contact with recruiters. If recruiter contact increases sensitivity to recruiting

advertising, one would expect the younger respondents to be less aware of recruiting advertising.
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Table 5-5. Fall 1997 YATS - Unaided Advertising Awareness, by School Status and Gender

Males” Females®
Within the past year, do you recall seeing or
hearing any advertising that encouraged people _
to enlist in one or more of the Services?
- Non-Completer 788 (1.5) 722 (3.5)
High School Graduate 875 (1.2) 85.1 (L.5)
Some College 914 (1.8) 90.1 (2.1)
College Graduate 93.3 (1.9) 91.5 (2.1
Non-Senior High School Student 849 (1.1) 834 (1.7)
High School Senior 89.3 (1.0) 88.6 (1.7)
Postsecondary/Graduate Student 91.8 (0.9) 92.1 (0.8)
If yes, for which Military Services did
you see this kind of advertising?
Army Non-Completer 652 (1.9) 564 (3.1)
High School Graduate 746 (1.5) 713 (24)
Some College 785 (23) 769 (2.9)
College Graduate 79.5 (2.9) 759 (2.7)
Non-Senior High School Student 7.7 (1.3) 659 (2.0)
High School Senior 770 (1.6) 72.0 (2.3)
Postsecondary/Graduate Student 802 (1.1) 782 (1.2)
Navy Non-Completer 364 (1.8) 240 (2.2)
High School Graduate 4.1 (1.9) 285 (1.8)
Some College 47.8 (2.5) 354 (2.7
College Graduate 524 (4.0) 352 (3.1
Non-Senior High School Student 40.7 (1.5 324 (2.1
High School Senior 468 (2.0) 40.0 (24
Postsecondary/Graduate Student 509 (1.3) 353 (1.3)
Marine Corps Non-Completer 443 (1.6) 31.0 (3.1
High School Graduate 501 (2.1) 403 (2.5
Some College , 596 (3.3) 475 (3.2)
College Graduate 61.6 (4.3) 430 4.1
Non-Senior High School Student 453 (14) 292 (1.6)
High School Senior 539 (1.9) 377 2.0)
Postsecondary/Graduate Student 599 (1.2) 47.7 (1.6)

Note: Tabled values are percentages with standard errors in parentheses.

3Estimates are based on 6,050 interviews for males.
YEstimates are based on 4,113 interviews for females.

Source: Q402, Q404A, Q407, Q408C, SCHOOLST, Q616B, Q617F, and Q608.
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Youth Attitude Tracking Study 1997: Propensity and Advertising Report

Awareness of Military Advertising

Table 5-5. Fall 1997 YATS - Unaided Advertising Awareness, by School Status and Gender (continued)

Males® Females®
Within the past year, do you recall seeing or
hearing any advertising that encouraged people _
to enlist in one or more of the Services?
Non-Completer 78.8 (1.5) 722 (3.5)
High School Graduate 875 (1.2) 851 (1.5
Some College 914 (1.8) 9.1 (2.1)
College Graduate : 93.3 (1.9 915 (2.1
Non-Senior High School Student 849 (1.1) 834 (1.7)
High School Senior 893 (1.0) 886 (1.7)
Postsecondary/Graduate Student 91.8 (0.9) 92.1 (0.8)
If yes, for which Military Services did
you see this kind of advertising?
Air Force Non-Completer 29.6 (1.9) 18.0 (2.2)
High School Graduate 347 (1.6) 23.1 (22)
Some College 39.7 (2.6) 238 (2.7)
College Graduate 410 (3.2) 307 (3.%)
Non-Senior High School Student 248 (1.3) 16.7 (1.3)
High School Senior 323 (1.9) 247 (2.1)
Postsecondary/Graduate Student 394 (14) 25.0 (1.3)
Coast Guard Non-Completer 9.1 (1.1) 43 (1.
High School Graduate 9.1 (1.0) 6.0 (L1)
Some College 141 (25) 82 (1.6)
College Graduate 162  (3.0) 64 (1.9
Non-Senior High School Student 68 (0.8) 3.8 (0.7)
High School Senior 80 (1.1) 82 (12)
Postsecondary/Graduate Student 13.6 (0.9) 56 (0.6)
Do you recall seeing or hearing any
advertising for the U.S. armed forces in
which all the Services were represented?
) Non-Completer 18.1 (1.7) 1.9 (1.8)
High School Graduate 171 (1.2) 147 (14
Some College 20.7 (2.7 21.6 (2.6)
College Graduate 214  (3.1) 228 (29
Non-Senior High School Student 155 (1.2) 16.0 (1.4)
High School Senior 160 (1.3) 169 (1.6)
Postsecondary/Graduate Student 19.6 (1.0) 18.5 (1.1)
Note: Tabled vatues are percentages with standard errors in parentheses.
3Estimates are based on 6,050 interviews for males.
bEstimates are based on 4,113 interviews for females.
Source: Q402, Q404A, Q407, Q408C, SCHOOLST, Q616B, Q617F, and Q608.
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Figure 5-5C. Fall 1997 YATS - Unaided Advertising Awareness (Service-Specific) Among
Females, by School Status

~ Advertising Recall and Employment Status. Table 5-6 and Figures 5-6A through 5-6C
represent data for advertising awareness by employment status. Males and females displayed the same
basic pattern for general advertising awareness. Among males, awareness was significantly lower among
those unemployed but looking for work (83.1 percent) than among those either employed (88.5 percent)
or unemployed and not looking for work (88.3 percent). General awareness was significantly higher
among employed females (89.1 percent) than among those either unemployed but looking for work (80.0

percent) or unemployed and not looking for work (84.8 percent).

Findings for Service-specific advertising recall varied depending on employment status and
gender. Among males, awareness of Service-specific advertising was consistently highest among those
employed than among those employed but looking for work. Awareness among males unemployed and
not looking for work was also significantly higher than among unemployed males looking for work for
the Army (76.8 percent versus 69.8 percent), the Marine Corps (52.9 percent versus 45.9 percent), and
the Air Force (33.3 percent versus 26.8 percent). As with males, advertising awareness was highest
among employed females and lowest among females unemployed but looking for work. Awareness was

significantly higher among employed females than either unemployed category for the Army, Marine
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Corps, and Air Force. No significant differences were seen between employment groups for Navy or
Coast Guard advertising. Awareness of Joint Service advertising was also higher among employed youth
for both males and females. Among males, awareness was significantly higher among the employed than
the two unemployed groups. For females, awareness was significantly lower among unemployed

looking for work (13.0 percent).

Table 5-6. Fall 1997 YATS - Unaided Advertising Awareness, by Employment Status and Gender

Males® Femalesb
Within the past year, do you recall seeing or
hearing any advertising that encouraged people
to enlist in one or more of the Services?
Employed ' 88.5  (0.6)* 89.1  (0.7)**
Unemployed, looking for work 83.1 (1.2)" 80.0 (1.9
Unemployed, not looking for work 883 (1.3) 84.8 (1.6)
If yes, for which Military Services did
you see this kind of advertising?
Army Employed 756  (0.8)* 747 (1.0)**
Unemployed, looking for work 69.8 (1.3)F 652 (2.1)
Unemployed, not looking for work 76.8 (1.2) 682 (1.8)
Navy Employed 460  (0.8)* 335 (L)
Unemployed, looking for work 42.1  (1.5) 30,1 (1.7
Unemployed, not looking for work 43.6 (2.0 334 (15)
Marine Corps Employed 54.1  (1.0)* 433 (1.2)*#
Unemployed, looking for work 459 (1.6)* 356  (2.0)
Unemployed, not looking for work 529 (1.8) 369 (1.7
Air Force Employed 356  (0.7)* 244 (1.0)**
Unemployed, looking for work 268 (147 20.1  (L7)
Unemployed, not looking for work 333 (1.7) 199 (1.4)
Coast Guard Employed 1.1 (0.6)* 6.1 (0.5)
Unemployed, looking for work 85 (0.7 5.1 (1.0)
Unemployed, not looking for work 93 (0.9 5.8 (0.9
Do you recall seeing or hearing any
advertising for the U.S. armed forces in
which all the Services were represented?
Employed 19.3 (0.7)*# 18.3  (0.9*
Unemployed, looking for work 16.3 (1.2) 130 .0f
Unemployed, not looking for work 145 (1.2) 16.5 (1.3)

Note: Tabled values are percentages with standard errors in parentheses.

3Estimates are based on 6,050 interviews for males.
bEstimates are based on 4,113 interviews for females.

*Differences between respondents who were employed and unemployed (looking) were statistically significant at the p=.05 level.
#Differences between respondents who were employed and unemployed (not looking) were statistically significant at the p=.05 level.
*Differences between respondents who were unemployed (looking) and unemployed (not looking) were statistically significant

at the p=.05 level.

Source: Q402, VEMPSTAT, Q616B, Q617F, and Q608.
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Figure 5-6C. Fall 1997 YATS - Unaided Advertising Awareness (Service-Specific) Among
Females, by Employment Status

Advertising Recall and Race/Ethnicity. Table 5-7 and Figures 5-7A through 5-7C
present advertising awareness by race/ethnicity and gender. Males and females showed similar patterns
in awareness. General advertising awareness was significantly higher among Whites (91.4 percent for
males, 89.4 percent for females) than Blacks (80.6 percent for males, 82.4 percent for females) and
Hispanics (78.0 percent for males, 78.4 percent for females). Neither males nor females showed a
significant difference in advertising recall between Blacks and Hispanics. Recall of Service-Specific
‘advertising among White males was significantly higher than among Black and Hispanic males for all
the Services. Recall among White females was higher than that among Hispanic females for all except
the Coast Guard, and higher than recall by Black females for Army, Air Force, and Coast Guard
advertising. Recall of Joint Service advertising was higher among Whites than Hispanics for both males

and females.
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Table 5-7. Fall 1997 YATS - Unaided Advertising Awareness, by Race/Ethnicity and Gender

Males® Femalesb
Within the past year, do you recall seeing or
hearing any advertising that encouraged people
to enlist in one or more of the Services?
White 914 (0.4)** 89.4 (0.8)**
Black 80.6 (1.8) 824 (2.1)
Hispanic 780 (2.0) 784 (23)
If yes, for which Military Services did
you see this kind of advertising?
Army White 792 (0.6 749 (1.0)**
Black 654 (2.2) 68.6 (2.5)
Hispanic : 66.5 (2.3) 62.5 (2.1)
Navy White 487 (0.7** 343 (0.9
Black 373 (2.1) 329 (@0
Hispanic 368 (1.7) 253 (2.0
Marine Corps White 565 (0.9)** 426 (1.1
Black 21 @21 374 (27)
Hispanic 46.8 (1.9) ) 36.1 (21)
Air Force White 380 (0.8)** 252 (0.9)**
Black 219 (1.8) 198 (23)
Hispanic 262 (1.7) 148 (1.7)
Coast Guard White 119 (0.6)** 6.7 (0.5)*
Black 74 (L1 . 32 (0.9)
Hispanic 72 (1.1) 47 (0.9)
Do you recall seeing or hearing any
advertising for the U.S. armed forces in
which all the Services were represented?
White 186 (0.6)* 179 (0.7
Black 183 (1.7) 160 (1.8
Hispanic 146 (1.1) 13.6 (1.9

Note: Tabled values are percentages with standard errors in parentheses.

3Estimates are based on 6,050 interviews for males.
bEstimates are based on 4,113 interviews for females.

*Differences between White and Black youth were statistically significant at the p=.05 level.
#Differences between White and Hispanic youth were statistically significant at the p=.05 level.
*Differences between Black and Hispanic youth were statistically significant at the p=.05 level.

Source: Q402, Q714, Q715, Q616B, Q617F, and Q608.
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Figure 5-7A. Fall 1997 YATS - Unaided Advertising Awareness, by Race/Ethnicity and Gender
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Figure 5-7C. Fall 1997 YATS - Unaided Advertising Awareness (Service-Specific) Among
Females, by Race/Ethnicity

Advertising Recall and Region. Table 5-8 and Figures 5-8A through 5-8C present
advertising awareness by region. The findings from 1997 contrast with those found in earlier years.
Historically, the South dominated in recall of military advertising, while recall levels lagged in the West.
The pattern in 1997 is not nearly as clear, although males and females continued to show differences in
patterns of general and Service-specific recall. General advertising awareness was highest among youth
from the North Central region (89.1 percent for males, 88.8 percent for females). In general, this was
also true for recall of Service-specific and Joint Service advertising among males, although the
difference was not always significant. Among females, the pattern varied by Service. Recall of Army
advertising among females was significantly higher in the North Central region (75.3 percent) than in the
Northeast or the South (69.4 percent and 70.4 percent). Conversely, recall was lower in the North
Central region (38.3 percent) than in the South (42.4 percent) for Marine Corps advertising, and lower in
the North Central than in the West for Coast Guard advertising (4.2 percent in the North Central,
compared to 8.1 percentvin the West). Unlike males, females showed no regional differences in recall of

Joint Service advertising.
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Table 5-8. Fall 1997 YATS - Unaided Advertising Awareness, by Region and Gender

Males® Fema]esb
Within the past year, do you recall seeing or
_hearing any advertising that encouraged people -
to enlist in one or more of the Services?
Northeast 86.2 (1.3) 843 (1.8)*
North Central 89.1 (0.9)@ 888 (1.3)
South 86.5 (0.8) 86.4 (1.1)
West 879 (1.2 8.9 (1.3)
If yes, for which Military Services did
you see this kind of advertising?
Army Northeast 73.8 (1.5) 694 (2.2)*
North Central 766 (1.3)@ 753 (1.6)@
South 73.5 (0.9 704 (1.6)
West - 752  (1.6) 724  (1.9)
Navy Northeast 446 (1.6) 339 (2.0
North Central 45.5 (1.3) 33.2  (1.5)
South 443 (1.1 321 (14)
West 453 (1.6) 334 (1.7)
Marine Corps Northeast 513 (1.4) 377 (23)
North Central 542 (1.8 383 (1.5@
South 509 (1.D 424 (1.3)
West 535 (1.5) 421 (1.7
Air Force Northeast 309 (1.7)* 21.1  (1.6)
North Central 353 (1.49) 245 (14)
South 329 (0.9 232  (1.3)
West 349 (14) 214 (1.3)
Coast Guard Northeast 10.7 (1.0 53 (1.0)
North Central 86 (09)% 42 (0.6)%
South 102 (0.7) 57 (0.6)
West 123 (0.7) 81 (1.3)
Do you recall seeing or hearing any
advertising for the U.S. armed forces in
which all the Services were represented?
Northeast 146 (1.3)*F 154 (1.7)
North Central 20.1  (1.2) 17.1 (1.3)
South 174  (0.9) 174 (1.1)
West 189 (1.1) 175 (1.3)

Note: Tabled values are percentages with standard errors in parentheses.

3Estimates are based on 6,050 interviews for males.
bEstimates are based on 4,113 interviews for females.

*Differences between youth from the Northeast and West were statistically significant at the p=.05 level.

" Differences between youth from the South and West were statistically significant at the p=.05 level.

Source: Q402, REGION, Q616B, Q617F, and Q608.

@pifferences between youth from the North Central and South were statistically significant at the p=.05 level.
&Differences between youth from the North Central and West were statistically significant at the p=.05 level.

*Differences between youth from the Northeast and North Central regions were statistically significant at the p=.05 level.
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Figure 5-8C. Fall 1997 YATS - Unaided Advertising Awareness (Service-Specific) Among
Females, by Region

Advertising Awareness and Recruiter Contact

During the 1997 YATS interview, respondents were asked:

Within the past year, have you talked to a military recruiter?

Following this, respondents were asked which Service recruiters they had talked to, and how the contact
had been made. Contact with a recruiter may be initiated by recruiters or by youth. Most frequently,
contact is initiated by recruiters (only 16 percent of the reported initial contacts between youth and
recruiters in 1997 were initiated by youth). Recruiter-initiated contact can take the form of individual
contact (such as telephone calls or one-on-one discussions) or group contact (job fairs or high school

Visits).

General and Joint Service Advertising. Table 5-9 presents recruiter contact rates by
general advertising awareness (Figure 5-9A) and recall of Joint Service advertising (Figure 5-9B). The
table shows the percent of youth who had talked with a recruiter in the past year among those who did or
did not recall military advertising. For example, of the youth who recalled military advertising, 32.7
percent of males and 24.5 percent of females also had contact with a recruiter during the past year.
Recruiter contact rates were significantly higher among youth who recalled military advertising than
among youth who did not. The difference was also much greater among females than males. Thus, there
is a positive correlation between recruiter contact and recall of general military advertising. The data
also suggest that recruiter contact is correlated to Joint Service advertising among females, but this

relationship is not significant for males.
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Table 5-9. Fall 1997 YATS - Recruiter Contact by Advertising Awareness and Gender

Percent Contacting a Recruiter in the Past Year

Males Females
Any Military Advertising
Within the past year, do you recall seeing or hearing any advertising
that encouraged people to enlist in one or more of the Services?
Yes? 32.7 (1.0)* 245 (L.1)*
NoP 23.8 (2.5) 89 (2.0)
Joint Service Advertising
Do you recall seeing or hearing any advertising for the U.S.
Armed Forces in which all the Services were represented?
Yes® ) 33.1 (22) 290 (3.0)*
Nod 316 (1.1) 209 (1.0)

Note: Tabled values are percentages with standard errors in parentheses.

3 stimates are based on 2,637 interviews for males and 1,785 for females.

bEstimates are based on 308 interviews for males and 218 for females.

CEstimates are based on 519 interviews for males and 345 for females.

dEstimates are based on 2,382 interviews for males and 1,596 for females.

*Differences between those who did recall advertising and those who did not were statistically significant at the p=.05 level.

Source: Q402, Q616B, and Q628A.
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Recruiter Contact in the Past Year
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Figure 5-9A. Fall 1997 YATS - Recruiter Contact, by Advertising Awareness and Gender
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Figure 5-9B. Fall 1997 YATS - Recruiter Contact, by Joint Service Advertising Awareness and
Gender
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Service-Specific Advertising. Table 5-10 and Figures 5-10A and 5-10B relate Service-
specific advertising recall to recruiter contact among males. Table 5-11 and Figures 5-11A and 5-11B
present similar findings for females. In the tables and figures, youth are classified into two groups: those
‘who recalled military advertising for a specific Service in the past year and those who did not recall this
advertising. The two columns in Table 5-10 and TableS-11 present (1) the percent of youth who had
contact with any Service recruiter in the past year, and (2) the percent of youth who had contact with a
recruiter from the same Service for which they recalled advertising. For example, of those youth who
recalled Army advertising, 33.5 percent of males reported having contact with a recruiter from any
Service (including Army) in the past year, and 18.1 percent of males had contact with an Army recruiter
during the year. Those who are included as not recalling Army advertising may have recalled military

advertising of another Service.

In all cases, a significantly higher percentage of youth who recalled advertising for a
specific Service also had contact with a recruiter from any Service compared with youth who did not
recall advertising for that specific Service. The relationship between recalling a specific Service’s
advertising and contact with a recruiter from that Service is even stronger. That is, the ratios of the
percentage of youth who recalled specific Service advertising to those who did not are larger for specific
Service recruiter contacts (1.9-6.0) than for contacts with any recruiter (1.2-1.6). Consider, for example,
males who did or did not recall Army advertising. The ratio for contact of any recruiter is 33.5/26.5, or
1.3, while the ratio for contact of an Army recruiter is 18.1/9.4, or 1.9.

These findings clearly indicate that advertising awareness and recruiter contact are related,
but do not tell us which is the cause and which the result. It is probable that the causal relationship
works both ways. Youth who recall military advertising are more likely to talk with a military recruiter.
Conversely, youth who have talked with a military recruiter in the past may become more aware of
military advertising. Other factors, such as contact with friends in the military, may also increase a
person’s interest in military service, resulting in both recruiter contact and advertising awareness.
Nevertheless, in these times when recruiters are having difficulties in meeting their goals, the Services

are especially interested in knowing about relationships which may help recruiters meet their mission.
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Table 5-10. Fall 1997 YATS - Recruiter Contact Among Males by Service-Specific Advertising Awareness

Percent Contacting Percent Contacting
a Recruiter a {SERVICE} Recruiter
in the Past Year in the Past Year -

Within the past year, do you recall seeing or

hearing any advertising that encouraged people

to enlist in one or more of the Services?

If yes, for which Military Service did

you see this kind of advertising?
Army
Yes, Recalled Army advertising? _ 335  (1.2)* 18.1 (0.9)*
No, Did not recall Army advertising® 265 (1.9) 94 (LD
Navy
Yes, Recalled Navy advertising® 354 (L.3)* 10.8 (0.8)*
No, Did not recall Navy advertisirlgd 289 (1.3) 5.8 (0.6)
Marine Corps
Yes, Recalled Marine Corps advertising® 353 (1.2)* 153 (1.0)*
-No, Did not recall Marine Corps advertisingf 279 (14) 75 (0.7
Air Force
Yes, Recalled Air Force advertising® 359 (1.6)* 7.6 (0.9)*
No, Did not recall Air Force advertising? 29.7 (1.1) 26 (04)
Coast Guard ]
Yes, Recalled Coast Guard advertising’ 39.1 (2.5 24  (0.8)*
No, Did not recall Coast Guard advertisingj 31.0 (1.0) 04 (0.1)

Note: Tabled values are percentages with standard errors in parentheses.

Army: 3Estimates are based on 2,264 interviews. bEstimates are based on 699 interviews.

Navy: CEstimates are based on 1,351 interviews. OEstimates are based on 1,612 interviews.
Marine Corps:  €Egtimates are based on 1,581 interviews. fEstimates are based on 1,382 interviews.
Air Force: SEstimates are based on 1,012 interviews. hEgtimates are based on 1,951 interviews.
Coast Guard: iEstimates are based on 300 interviews. JEstimates are based on 2,663 interviews.

*Differences between those who did recall advertising and those who did not were statistically significant at the p=.05 level.

Source: Q402, Q616B, Q617F, Q628, Q628A, and Q629A.
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Table 5-11. Fall 1997 YATS - Recruiter Contact Among Females by Service-Specific Advertising Awareness

Percent Contacting Percent Contacting
a Recruiter a {SERVICE} Recruiter
in the Past Year in the Past Year

Within the past year, do you recall seeing or

hearing any advertising that encouraged people

to enlist in one or more of the Services?

If yes, for which Military Service did

you see this kind of advertising?
Ammy
Yes, Recalled Army advertising? 249 (1.2)* 129 (0.8)*
No, Did not recall Army advertisingb 16.1 (1.5) 6.0 (1.0
Na\_ryv
Yes, Recalled Navy advertising® 288 (L7N* 79 (1.0)*
No, Did not recall Navy advenisingd 194 (1.0) 2.1 (04)
Marine Corps
Yes, Recalled Marine Corps advertising® 26.1 (1.6)* 7.6 (L1*
No, Did not recall Marine Corps advertisingf 19.9 (1.3) 25 (04
Air Force
Yes, Recalled Air Force advertising® 31,6 (2.5)* 112 (.D*
No, Did not recall Air Force advertisingh 19.7 (1.0) 19 (04
Coast Guard .
Yes, Recalled Coast Guard advertising! 30.1 (3.6)* 00 (NA)
No, Did not recall Coast Guard advertising! 219 (0.9) 0.1 (0.1)

Note: Tabled values are percentages with standard errors in parentheses.

Army: 3Estimates are based on 1,468 interviews.
Navy: CEstimates are based on 681 interviews.
Marine Corps:  ©Egtimates are based on 817 interviews.
Air Force: €Estimates are based on 484 interviews.
Coast Guard: iEstimates are based on 129 interviews.

Source: Q402, Q616B, Q617F, Q628, Q628A, and Q629A.

bEstimates are based on 544 interviews.

dEstimates are based on 1,331 interviews.
fEstimates are based on 1,195 interviews.
hEgtimates are based on 1,528 interviews.
JEstimates are based on 1,883 interviews.

*Differences between those who did recall advertising and those who did not were statistically significant at the p=.05 level.
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Figure 5-10A. Fall 1997 YATS - Any Recruiter Contact, by Unaided Advertising Awareness
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Summary of Military Advertising Awareness

Military advertising is used to influence the knowledge, behaviors, and attitudes of
military-eligible American youth, and to persuade at least some of them to enlist.

" Awareness of military advertising is measured in YATS: youth are asked if they recalled seeing or

hearing any military advertising in the past year. Youth recalling advertising were asked for which
Service they had seen or heard such advertising. Advertising awareness among both males and females
remained relatively unchanged in 1997. Slightly over 87 percent of males and slightly less than 87

percent of females recalled military advertising in 1997.

Although males and females did not markedly differ in general advertising awareness,
males had higher levels of Service-specific advertising recall than did females. As in the past, more
youth recall Army advertising than Marine Corps advertising, and more recall Marine Corps advertising
than recall Navy or Air Force advertising. There was a significant decline in recall of Air Force and
Coast Guard advertising among males, and of Navy and Air Force advertising among females. Recall of

Coast Guard advertising remains the lowest of all the Services.

Respondents were also asked if they remembered hearing or seeing Joint Service
advertising--advertising which names each Service. There was a significant decline in recall of Joint
Service advertising among both males and females, with the levels the lowest in the past five years.

Males and females did not differ significantly in Joint Service advertising awareness.

The chapter also examined advertising awareness by several sociodemographic factors:
age, education, employment status, race, and geographic region. Neither males nor females displayed
differences in general advertising awareness by age group. Recall of Service-specific advertising tended
to be lower among males and females in the youngest (16-17 year-old) age group. Advertising recall
among both males and females was positively correlated with the level of educational achievement.
Males and females displayed similar patterns in advertising awareness by race/ethnicity. In general,
advertising awareness was significantly higher among Whites than among Blacks and Hispanics. There
was no significant difference in advertising awareness between Blacks and Hispanics. Youth from the
North Central region expressed higher levels of advertising awareness than youth from the other three

regions.

Recruiter contact was found to be strongly related to advertising recall. Recruiter contact
rates were significantly higher among males and females who recalled military advertising than among

those who did not. A significantly higher percentage of youth recalling advertising for a specific Service
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also had contact with a recruiter from that Service compared to youth who did not recall advertising for

that Service. This mirrors findings reported in earlier YATS studies.

These findings on advertising awareness collected in YATS represent only a portion of the
data collected each year on the Services’ advertising campaigns. Although these findings are general,
they still make a useful contribution to the ongoing evaluation of the effectiveness of military advertising

campaigns.
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6. RECOGNITION OF SERVICE ADVERTISING SLOGANS

ach year, military Services use advertising campaigns to raise awareness of their

EService and increase interest among American youth. Advertising campaigns present

the daily realities and rewards of military Services in an effort to attract qualified men and women to

enlist in the Army, Navy, Marine Corps, Air Force, and Coast Guard. One proven element of Service

advertising campaigns is the use of slogans. Correct recognition of these slogans during the YATS
interview can provide invaluable feedback to recruiting officials interested in analyzing the success of

their advertising campaigns.! This chapter presents trends in slogan recognition among men and women

who responded to the YATS survey between 1992 and 1997. Following the presentation of trends, more

detailed findings related to slogan recognition in 1997 are presented, including correct and incorrect

recognition by age. All findings are presented separately for males and females.
Each year, all YATS respondents are asked:

Now, I am going to mention some slogans used in military advertising.
After I read each slogan, please tell me which Service has used it. Which

Service used the slogan: “ »?

Actual Service slogans were read to respondents except where the name of the Service was included in
the slogans. In those cases, the Service name was replaced with the word “Blank.” The 13 slogans used
during the 1997 YATS interview included two Army, two Navy, two Marine Corps, one Air Force, two
Coast Guard, one Reserve, two National Guard slogans, and a Joint Service slogan. This is the first year
the Coast Guard slogan Jobs That Matter and the Army National Guard slogan You Can have appeared.
The 13 slogans appear in Tables 6-1 through 6-4. Thirteen different response categories were tabulated,
which included active, Reserve, and National Guard components of the Army, Navy, Marine Corps, Air
Force, and Coast Guard, along with a Joint Service category. Estimates that appear in tables and figures
in this chapter are rounded to the nearest whole number. Standard errors are replaced with "NA" (Not

Applicable) when percentage estimates are zero.

I Although correct slogan recognition can be an indicator of successful advertising, it should be remembered that the primary goal of military
advertising is to create awareness and interest in military service, not to increase slogan recognition.
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Historical Trends in Slogan Recognition

ables 6-1 and 6-2 present the percentage, by year, of males and females who correctly

Tidentified the Service source of military advertising slogans which were asked durigg

1992 to 1997. The tables are annotated to designate estimates that are significantly different from the
corresponding 1997 estimate. Figure 6-1 (males) and Figure 6-2 (females) illustrate trends in correct
slogan recognition for the six slogans that have been asked for all six years. The figures omit seven of
the slogans that are included in Tables 6-1 and 6-2: the new Coast Guard slogan, the NaVy slogan
introduced in 1996, the Marine Corps slogan omitted from YATS in 1992 and 1993, the Joint Service

slogan introduced in 1995, and the three Reserve and National Guard slogans.

Figure 6-1 shows that the Army slogan Be All You Can Be, the Air Force slogan 4im High,
and the Marine Corps slogan The Few. The Proud. continue to be the three military slogans most often
correctly identified by young males. Recognition of Be All You Can Be had remained steady from 1994
to 1996 but increased significantly to 92 percent in 1997. Recognition of Aim High has dropped from 87
percent in 1993/1994 to 76 percent in 1997. (This decline is statistically significant.) The Marine Corps
slogan The Few. The Proud. is the third most recognized slogan among males, although recognition has
dropped from 82 percent in 1992 to 76 percent in 1997. These three slogans are clustered at the 75-92

percent recognition level as seen in Figure 6-1.

The second group of slogans appears in 45-64 percent recognition range and includes the
Army slogan Get an Edge on Life, the Navy slogan You and the ___. Full Speed Ahead, and the Marine
Corps slogan We're Looking For a Few Good Men. Recognition of Get an Edge on Life dropped
significantly in 1996 to 53 percent and again in 1997 to 48 percent after increasing from 52 percent to 59
percent between 1993 and 1995. Recognition of You and the . Full Speed Ahead seems to have
stabilized somewhat in 1997 at 51 percent after increasing from 45 percent in 1992 to 56 percent in 1995.
Even though more than one half (54 percent) of the males correctly identified the slogan We're Looking
For a Few Good Men, its recognition has declined significantly since 1995 when it was correctly

identified by 64 percent of male youth.

The Navy slogan Let the Journey Begin, which was introduced in 1996, continued to have
moderate recognition (20 percent) among males. Table 6-1 also shows that only a small percentage of

the youth correctly identified the Coast Guard, Reserve, National Guard, and Joint Service slogans.
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Figure 6-2 presents similar data for slogan recognition among females as those presented

for males. Recognition levels among females are lower than or the same as among males but the order of

slogan recognition levels is similar.

include:

Recognition of Be All You Can Be has remained steady over the 6-year
period for males (87 to 92 percent) and females (86 to 89 percent) and
increased slightly in 1997 for both genders. Be all You Can Be continues to
be the most recognized military slogan reported by YATS.

After a gradual increase from 1993 to 1995 for Get An Edge on Life,
recognition decreased significantly between 1995 and 1997 from 59 to 48
percent for males and 53 to 41 percent for females.

Recognition of Full Speed Ahead showed positive trends from 1992 to 1995
before decreasing in 1996 and 1997.

Correct identification of We're Looking For a Few Good Men decreased
from 61 to 54 percent of males and from 37 to 30 percent of females.

Recognition of the 4im High decreased significantly from 88 to 76 percent
of males and 70 to 55 percent of females during the 6-year period. Slogan
recognition by females for 4im High dropped from 63 to 55 percent in 1997.

Trends in recognition among males and females, which are similar across the 6-year period,

In general, slogan recognition decreased for males and females between 1996 and 1997. However,

recognition of Be All You Can Be increased for both males and females.
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Table 6-1. Fall 1997 YATS - Percentage of Correct Slogan Recognition Among Males, 1992-1997

Year

Slogan/Response 19922 1993b 1994¢ 19954 1996¢ 1997f
"Be All You Can Be." -

Army 89 (0.7)* 87 (0.7)* 89 (0.7)* 90 (0.3)* 90 (0.3)* 92 (0.5)
"Get an Edge on Life."

Army 64 (1.0)* 52 (0.8)* 57 (0.8)* 59 (0.5)* 53 (0.6)* 48 (0.8)
"You and the ___.

Full Speed Ahead.”

Navy 45 (0.9)* 49 (1.0) 53 (0.8)* 56 (0.7)* 54 (0.8)* 51 (0.6)
" __ . Let the Journey Begin. "

Navy n/a n/a n/a n/a 21 (0.5) 20 (0.6)
"The Few. The Proud. _." - »

Marine Corps 82 (0.7)* 79 (0.8)* 78 (0.8) 77 (0.6) 75 (0.6) 76 (0.7)
"We’re Looking
For a Few Good Men.”

Marine Corps n/a n/a 61 (0.9)* 64 (0.6)* 60 (0.7)* 54 (0.7)
"Aim High. __."

Air Force 88 (0.7)* 87 (0.7)* 87 (0.6)* 84 (0.5)* 80 (0.5)* 76 (0.6)
""Be Part of the Action."

Coast Guard 5 (0.4)* 2 (0.3 3 (0.3)* 3 _(0.2)* 2 (0.2)* 1 (0.1)
"Jobs That Matter.”

Coast Guard n/a n/a n/a n/a n/a 1(0.2)
""Make It Happen."”

Joint Service n/a n/a n/a 0 (NA) 0 (NA) 0 (NA)
"It’s a Great Way to Serve."

Air Force Reserve n/a 0 (NA) 0 (NA) 0 (NA) 0 (NA) 0 (NA)
""Americans at Their Best."

Army National Guard n/a 1 (0.2) 2 (0.2) 2 (0.2) 2 (0.2) 2 (0.2)

Air National Guard n/a 0 (NA) 0 (NA) 0 (NA) 0 (NA) 0 (NA)
"You Can.”

Army National Guard n/a n/a n/a n/a n/a 2 (0.2)

Note: Tabled values are percentages with standard errors in parentheses.
n/a - Slogan was not asked during this administration.

3Estimates are based on 3,560 interviews.
bEstimates are based on 3,390 interviews.
CEstimates are based on 4,231 interviews.
dEstimates are based on 7,060 interviews.
CEstimates are based on 6,405 interviews.
fEstimates are based on 6,050 interviews.
*Difference from 1997 estimate was statistically significant at the p=.05 level.

Source: Q402, CALCAGE, Q612, Q615E, Q615F, Q6151, Q611, Q613A, Q6154, Q615C, Q615P, Q615M, Q615L, Q615K and Q615N.
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Table 6-2. Fall 1997 YATS - Percentage of Correct Slogan Recognition Among Females, 1992-1997

Year

Slogan/Response 19922 19930 1994¢ 19954 1996° 1997
"Be All You Can Be." -

Army 89 (0.9) 86 (1.0) 86 (0.9) . 88 (0.6) 87 (0.6) 88 (0.5)
"Get an Edge on Life."

Army 57 (1.3)* 47 (1.4)* 49 (1.3)* 53 (0.9)* 47 (1.0)* 41 (0.8)
"You and the __.

Full Speed Ahead.” .

Navy 31 (1.2) 31 (1.3) 36 (1.3)* 39 (0.8)* 36 (0.8)* 31 (0.8)
" . Let the Journey Begin. "

Navy n/a n/a n/a n/a 13 (0.7)* 9 (0.5
"The Few. The Proud. ___." -

Marine Corps 58 (1.3)* 58 (1.2)* 52 (1.0)* 49 (0.8)* 47 (0.8)* 44 (0.8)
"We’re Looking

For a Few Good Men.”

Marine Corps n/a n/a 37 (1.1)* 35 (0.9)* 35 (0.8)* 30 (0.9)
"Aim High. __."

Air Force 70 (1.2)* 71 (1.1)* 69 (1.3)* 67 (0.9)* 63 (0.8)* 55 (0.8)
"Be Part of the Action."

Coast Guard 3 (0.5)* 1 (0.3) 2 (0.3)* 2 (0.2)* 1(0.2) 1 (0.2)
"Jobs That Matter.”

Coast Guard n/a n/a n/a n/a n/a 1 (0.1)
"Make It Happen."

Joint Service n/a n/a n/a 1 (0.1) 1 (0.1) 0 (NA)
"It’s a Great Way to Serve."

Air Force Reserve n/a 0 (NA) 0 (NA) 0 (NA) 0 (NA) 0 (NA)
""Americans at Their Best."

Army National Guard n/a 1 (0.2) 1 (0.2) 1 (0.2) 1 (0.2) 1 (0.1)

Air National Guard n/a 0 (NA) 0 (NA) 0 (NA) 0 (NA) 0 (NA)
"You Can.”

Army National Guard n/a n/a n/a n/a n/a 1 (0.2)

Note: Tabled values are percentages with standard errors in parentheses.
n/a - Slogan was not asked during this administration.

8Estimates are based on 2,014 interviews.
YEstimates are based on 1,811 interviews.
CEstimates are based on 2,303 interviews.
dEstimates are based on 3,723 interviews.
CEstimates are based on 3,798 interviews.
fEstimates are based on 4,113 interviews.
*Difference from 1997 estimate was statistically significant at the p=.05 level.

Source: Q402, CALCAGE, Q612, Q615E, Q615F, Q6151, Q611, Q613A, Q615A, Q615C, Q615P, Q615M, Q615L, Q615K and Q615N.

WESTAT 6-5




Youth Attitude Tracking Study 1997: Propensity and Advertising Report
Recognition of Service Advertising Slogans

—{1—"Be All You Can Be." (Army)

—e—"Aim High. ___." (Air Force)

—0—"The Few. The Proud. ___."
(Marine Corps)

Percent

—il—"Get an Edge on Life.”
(Army)

—a—"You and the ___. Full Speed
Ahead.” (Navy)

—x—"Be Part of the Action."
(Coast Guard)

1992 1993 1994 1995 1996 1997
Year

Figure 6-1.  Fall 1997 YATS - Percentage of Correct Slogan Recognition Among Males, 1992-1997
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Figure 6-2.  Fall 1997 YATS - Percentage of Correct Slogan Recognition Among Females,
1992-1997
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Slogan Recognition Among Youth: 1997

Table 6-3 and Figures 6-3A through 6-3D present the percentage of males, overall and
by different age groups, who attributed the correct Service associated with each slogan
in 1997. Table 6-4 and Figures 6-4A through 6-4D present similar data for females. Tables 6-3 and 6-4

are annotated to designate estimates that are significantly different between age groups.

The level of correct slogan recognition within age groups was similar to that observed
overall. As a whole, correct slogan identification was higher among 20-21 and 22-24 year olds than
among 16-17 and 18-19 year-olds for both males and females. However, Be All You Can Be is more

recognized by 16-17 and 18-19 year old males (93 percent) than older males.
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Table 6-3. Fall 1997 YATS - Percentage of Correct Slogan Recognition Among Males, by Age

Age
16-17 18-19 20-21 22-24

Slogan/Response Year-Olds?  Year-Olds® Year-Olds®  Year-Oldsd Total® _
"Be All You Can Be."

Army 93 (0.7)" 93 (0.8)% 92 (0.8) 90 (0.9) 92 (0.5)
"Get an Edge on Life."

Army 38 (1‘2)*#*' 49 (1.4)% 51 (1.5) 54 (1.6) 48 (0.8)
"You and the __.
Full Speed Ahead.”

Navy 44 (1.2)"‘#+ 51 (1.2) 55 (1.7) 53 (1.2) 51 (0.6)
"__ . Let the Journey Begin. "

Navy 18 (0.9)#+ 19 (1.0) 22 (1.5) 21 (1.2) 20 (0.6)
"The Few. The Proud. __ ." :

Marine Corps 67 (1.2)*#+ 75 (1.6)@& 79 (1.2) 81 (1.2) 76 (0.7)
""We’re Looking
For a Few Good Men.”

Marine Corps 43 (1.2)*#+ 52 (1.6)% 56 (1.5 64 (1.5) 54 (0.7)
"Aim High. ___."

Air Force 63 (1.3)"‘#+ 75 (1.5)@& 82 (1.4) 83 (1.1) 76 (0.6)
"Be Part of the Action."

Coast Guard 1 (0.3) 2 (0.9) 2 (0.3) 1 (0.3) 1 (0.1)
"Jobs That Matter.”

Coast Guard 1 (0.3) 2 (0.3) 1 (0.3) 1 (0.3) 1 (0.2)
""Make It Happen."

Joint Service 0 (NA) 1 (0.3) 0 (NA) 0 (NA) 0 (NA)
"It’s a Great Way to Serve."

Air Force Reserve 0 (NA) 0 (NA) 0 (NA) 0 (NA) 0 (NA)
"Americans at Their Best.”

Army National Guard 2 (0.3) 1 (0.3) 1 (0.4) 2 (0.4) 2 (0.2)

Air National Guard 0 (NA) 0 (NA) 0 (NA) 0 (NA) 0 (NA)
"You Can.”

Army National Guard 2 (0.3) 2 (0.4) 2 (04) 1 (0.3) 2 (0.2)

Note: Tabled values are percentages with standard errors in parentheses.

3Estimates are based on 2,047 interviews.
bEstimates are based on 1,430 interviews.
CEstimates are based on 1,177 interviews.
9dEstimates are based on 1,396 interviews.
©Estimates are based on 6,050 interviews.

*Differences between 16-17 year-olds and 18-19 year-olds were statistically significant at the p=.05 level.
#Differences between 16-17 year-olds and 20-21 year-olds were statistically significant at the p=.05 level.
*Differences between 16-17 year-olds and 22-24 year-olds were statistically significant at the p=.05 level.
@pifferences between 18-19 year-olds and 20-21 year-olds were statistically significant at the p=.05 level.
&Differences between 18-19 year-olds and 22-24 year-olds were statistically significant at the p=.05 level.
~Differences between 20-21 year-olds and 22-24 year-olds were statistically significant at the p=.05 level.

Source: Q402, CALCAGE, Q612, Q615E, Q615F, Q6151, Q611, Q613A, Q615A, Q615C, Q615P, Q615M, Q615L, Q615K and Q615N.
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Table 6-4. Fall 1997 YATS - Percentage of Correct Slogan Recognition Among Females, by Age

. Age
16-17 18-19 20-21 22-24

Slogan/Response Year-Olds? Year-Olds? Year-0lds® Year-Oldsd Total® _
"Be All You Can Be."

Army 87 .t 86 (1.5% 89 (1.2) 90 (0.9) 88 (0.5)
"Get an Edge on Life." .

Army 27 (1.1)"‘#+ 40 (1.6)@& 50 (1.9) 46 (1.9) 41 (0.8)
"You and the ___.
Full Speed Ahead.”

Navy 24 (1.1)"‘#+ 31 13)@ 38 (1.8) 32 (1.6) 31 (0.8)
"__. Let the Journey Begin. "

Navy 8 (0.8) 9 (1.0) 10 (1.0) 10 (1.1) 9 (0.5)
"The Few. The Proud. __." :

Marine Corps 29 (L5 35 (1.7)@& 47 (1.6 61 (1.4) 44 (0.8)
"We’re Looking
For a Few Good Men.”

Marine Corps 19 1.0+ 25 (1.5@& 33 (18" 40 (2.1) 30 (0.9)
"Aim High. __." '

Air Force 40 (1.3)*#"' 49 (2.0)@& 61 (1.8)" 66 (1.6) 55 (0.8)
"Be Part of the Action."”

Coast Guard 1(0.2) 1 (0.3) 1(0.3) 1 (0.4) 1 (0.2)
"Jobs That Matter.”

Coast Guard 1 (0.2) 1(0.2) 1 (0.3) 1 (0.2) 1 (0.1)
"Make It Happen."

Joint Service 0 (NA) 0 (NA) 0 (NA) 0 (NA) 0 (NA)
"It’s a Great Way to Serve."”

Air Force Reserve 0 (NA) 0 (NA) 0 (NA) 0 (NA) 0 (NA)
"Americans at Their Best."

Army National Guard 1(0.2) 1 (0.3) 1 (0.3) 1 (0.3) 1 (0.1)

Air National Guard 0 (NA) 0 (NA) 0 (NA) 0 (NA) 0 (NA)
"You Can.”

Army National Guard 2 (0.4) 1 (04) 1 (0.4) 1 (0.3) 1 (0.2)

Note: Tabled values are percentages with standard errors in parentheses.

3Fstimates are based on 1,331 interviews.
bEstimates are based on 948 interviews.
CEstimates are based on 839 interviews.
dEstimates are based on 995 interviews.
€Estimates are based on 4,113 interviews.

*Differences between 16-17 year-olds and 18-19 year-olds were statistically significant at the p=.05 level.
#Differences between 16-17 year-olds and 20-21 year-olds were statistically significant at the p=.05 level.
*Differences between 16-17 year-olds and 22-24 year-olds were statistically significant at the p=.05 level.
@pifferences between 18-19 year-olds and 20-21 year-olds were statistically significant at the p=.05 level.
&Differcnces between 18-19 year-olds and 22-24 year-olds were statistically significant at the p=.05 level.
ADifferences between 20-21 year-olds and 22-24 year-olds were statistically significant at the p=.05 level.

Source: Q402, CALCAGE, Q612, Q615E, Q615F, Q6151, Q611, Q613A, Q615A, Q615C, Q615P, Q615M, Q615L, Q615K and Q615N.
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Recognition of Service Advertising Slogans

Incorrect Slogan Identification

In addition to findings of correct recognition, there are also findings among incorrect

responses which provide valuable information. Table 6-5 (males) and Table 6-6

" (females) present the percentage of youth that identified certain Services for each slogan, correct and

incorrect, along with the percentage of respondents who answered “Don’t Know.” Only incorrect and
"Don't Know" responses which appeared more frequently than the correct reéponse are presented in the
tables. Shaded rows in the tables indicate the correct response and are identical to data found in Tables
6-3 and 6-4.

Some respondents seem to guess at the identification of slogans as seen by data which
corresponds to recognition of the new National Guard slogan, You Can. Although 63 percent of males
and 71 percent females reported that they did not know which Service used the slogan, 35 percent of
males and 28 percent of females appeared to have guessed. Most youth (13 percent of males and 12
percent of females) incorrectly associated the slogan with the Army. As a general rule, males appear to

guess more than females

For all but one slogan, the most common incorrect identification is with the Army. The
exception: the National Guard slogan Americans at Their Best is attributed to the Marine Corps more

than to any other Service.

6-14 WESTAT




Chapter Six
Table 6-5. Fall 1997 YATS - Slogan Recognition Among Males, by Age
Age
16-17 18-19 20-21 22-24
Slogan/Response Year-Olds? Year-Olds? Year-Olds® Year-Oldsd Total® _

" Let the Journey Begin. "

S Navy' 309 oy mas T Ay 2006
Don't Know/Refused 61 (1.2) 61 (1.3) 58 (1.5) 60 (1.4) 60 (0.6)
"Be Part ofthe ACtlon ". P — MY
_CoastGuard . ... oo 1(03) i 203 103 1)
Army 20 (0.8) 20 (1 l) 21 (1 3) 21 (1.0) 20 (0 4)
Navy 6 (0.4) 6 (0.7) 7 (0.7) 5 (0.6) 6 (0.3)
Marine Corps 4 (0.5) 3 (0.4 3 (0.6) 3 (0.5) 3 (0.3)
Air Force 4 (0.5) 4 (0.4) 3 (0.5) 4 (0.7) 4 (0.3)
Don't Know/Refused 63 (0.9) 63 (1.4) 61 (1.5) 63 (1.3) 63 (0.6)
! L 0 oy ey 1en
12 (0 7) 15 (0. 9) 16 (1 3) 17 (1.0) 15 (0.5)
Navy 5 (0.5) 6 (0.6) 5 (0.8) 6 (0.7) 6 (0.3)
Marine Corps 2 (04) 3 (0.4) 3 (0.6) 2 (0.4) 2 (0.2)
Air Force 3 (03) 5 (0.6) 5 (0.7) 5 (0.7) 5 (0.3)
Don't Know/Refused 76 (1.1) 68 (1.3) 66 (1.4) 66 (1.5) 68 (0.7)
"Make It Happen." e e
U JomtServiee .. 0@A) -» NAY o) oA
Army 11 (0.7) 10 (0 8) 11 (l 0) 12 (0.9) 11 (0.4)
Navy 6 (0.5) 4 (0.6) 5 (0.6) 5 (0.8) 5 (0.3)
Marine Corps 7 (0.6) 9 (0.7) 8 (0.9) 7 (0.8) 8 (0.4)
Air Force 5 (0.5) 6 (0.7) 7 (0.7) 9 (0.9) 7 (0.3)
Don't Know/Refused 69 (1.2) 68 (1.3) 67 (1.4) 64 (1.2) 67 (0.6)
Note: Tabled values are percentages with standard errors in parentheses.
3Estimates are based on 2,647 interviews.
bEstimates are based on 1,430 interviews.
CEstimates are based on 1,177 interviews.
dEstimates are based on 1,396 interviews.
®Estimates are based on 6,050 interviews.
Source: Q402, CALCAGE, Q610, Q615I, Q615C and Q615M.
6-15
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Recognition of Service Advertising Slogans

Table 6-5. Fall 1997 YATS - Slogan Recognition Among Males, by Age (continued)

_ '_’Aglericangwgt The' Bgst."

Age
16-17 18-19 20-21 22-24
Slogan/Response Year-Olds? Year-Olds? Year-Olds® Year-Oldsd Total® _
"It's a Great Way to Se
- Air Force Reserve . )0 (NA : )

Amy 12 (0.8) 11 (0. 9) 9 (0.9) 11 (o 9) 11 (0.4)
Navy 4 (0.5) 4 (0.6) 4 (0.7) 4 (0.5) 4 (0.3)
Marine Corps 7 (0.6) 7 (0.7) 8 (0.9) 7 (0.8) 7 (0.4)
Air Force 4 (0.4) 4 (0.6) 4 (0.6) 7 (0.8) 5 (0.4)
Coast Guard 2 (03) 2 (0.4) 1(0.3) 2 (0.4) 2 (02)
Army National Guard 2 (0.3) 2 (0.4) 2 (0.4) 3 (0.5) 2 (0.2)
Army Reserve 2 (0.3) 2 (0.9) 2 (0.9) 2 (0.4) 2 (0.2)
Don't Know/Refused ‘

10 z(6.'9)

12 (0.7)
Navy 4 (0.4) 5 (0.6)
Marine Corps 13 (0.8) 15 (1.0)
Don't Know/Refused
"You Can " ) o
Army 13 (0.6) 13 (0.9) 13 (1 0) 13 (1 l) 13 (0 4)
Navy 10 (0.7) 10 (0.8) 7 (0.8) 9 (0.8) 9 (0.4)
Marine Corps 6 (0.6) 6 (0.7) 6 (0.8) 6 (0.7) 6 (0.3)
Air Force 6 (0.6) 6 (0.6) 7 (0.7) 6 (0.7) 6 (0.4)
Don't Know/Refused 62 (1.1) 62 (1.2) 63 (1.3) 63 (1.5) 63 (0.7)
Note: Tabled values are percentages with standard errors in parentheses.
AEstimates are based on 2,047 interviews.
BEstimates are based on 1,430 interviews.
CEstimates are based on 1,177 interviews.
dEstimmes are based on 1,396 interviews.
€Estimates are based on 6,050 interviews.
Source: Q402, CALCAGE, Q615L, and Q615K.
6-16 WESTAT




Chapter Six
Table 6-6. Fall 1997 YATS - Slogan Recognition Among Females, by Age
Age
16-17 18-19 20-21 22-24
Slogan/Response Year-Olds? Year-Olds? Year-Olds® Year-Oldsd Total® _

"Getan Edge on Lifa

_aFew Good Men. "

~ "Be Part of the Actlon

RO

Don't Know/Refused 60 (1.4) 46 (1.8) 33 (1.8) 34 (1.5) 43 (0.8)
"Full Speed Ahead. " R
Don't Know/Refused 50 (1.3) 42 (1.7) 35 (1.7) 41 (1.4) 42 (0.7)

. Letthe Journey Begm "
Navy i

L1000 905

Don't Know/Refused 79 (1.3) 77 (1.6) 74 (1.4) 74 (1.3) 76 (0.6)

"We’re Looking For

0ED 3009

. MarneComps 9o 25 a0 BAs
Don't Know/Refused 46 (1.4) 37 (1.6) 24 (1.8) 23 (1.6) 32 (09)

02

TG

. Coast Guard | ey 13 o s 1
Army 13 (1.0) 16 (1.4) 18 (1.5) 20 (1.3) 17 (0.6)
Navy 5 (0.5) 4 (0.7) 6 (0.9) 6 (0.8) 5 (0.4)
Marine Corps 2 (04) 2 (0.5) 4 (0.7) 3 (0.5) 3 (0.3)
Air Force 2 (0.9) 3 (0.6) 2 (0.7) 3 (0.5) 3 (0.3)
Don't Know/Refused 75 (1.2) 72 (1.6) 67 (1.8) 67 (1.5) 70 (0.8)

"JObs That Matter " ot ode Soag @ 08 Wt ok b h NP G Y AN RN e £ v T A - regnn [ v v PRSP ay . et g At eean D " ——

CoastGuard Lo U dA02) o o 1©@2) L 103y 1 02) s LD
Army 8 (0.7) 9 (1.0) 11 (1.0) 13 (1.1) 11 (0.6)
Na'vy 3 (0.5) 3 (0.7) 3 (0.7 3 (0.5 3 (0.3)
Marine Corps 2 (04) 2 (0.4) 30.7 2 (0.5) 2 (0.3)
Air Force 3 (0.5) 2 (0.5) 4 (0.9) 4 (0.9) 3 (0.4)
Don't Know/Refused 82 (1.2) 81 (1.5) 76 (1.5) 75 (1.8) 78 (0.9)

A

Note: Tabled values are percentages with standard errors in parentheses.

3Estimates are based on 1,331 interviews.
bEstimates are based on 948 interviews.
CEstimates are based on 839 interviews.
OEstimates are based on 995 interviews.
Estimates are based on 4,113 interviews.

Source: Q402, CALCAGE, Q610, Q615I, Q615C and Q615M.
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Table 6-6. Fall 1997 YATS - Slogan Recognition Among Females, by Age (continued)

Age
16-17 18-19 20-21 22-24
Slogan/Response Year-Olds? Year-Olds? Year-Olds® Year-Oldsd Total® _
"Make It Happen.” e e
T JeintServiee: T @A) T b MNA T 0MNA) L OMNA) L0 (NA)
Army 9 (0.8) 8 (0.9 10 (1.1) 11 (1.2) 10 (0 5)
Navy 4 (0.6) 4 (0.7) 6 (1.1) 4 (0.6) 4 (0.4)
Marine Corps 4 (0.6) 4 (0.7) 5 (0.8) 6 (0.7) 5 (0.4)
Air Force 3 (0.5) 307 - 3.7 6 (0.8) 4 (0.4)
Don't Know/Refused 78 (1.3) 77 (1.5) 74 (1.7) 72 (1.5) 75 (0.8)

"It's a Great Way to Serve "

" AirForceReserve . 0®MA) T 0@A) . omMA) . . O(MA WNA)
Army 12 (1.0) 11 (1.0) 11 (1.4) 12 (1.1) 12 (0.6)
Navy 3 (0.6) 4 (0.8) 3 (0.6) 3 (0.5) 3 (03)
Marine Corps 4 (0.6) 5 (0.8) 6 (0.8) 5 (0.8) 5 (0.4)
Air Force 2 (0.4) 1 (0.5) 5 (0.8) 3 (0.6) 3 (0.3)
Army Nationa!l Guard 1(0.3) 1(0.3) 2 (0.5) 1(0.3) 1 (02)
Don't Know/Refused 75 (1.2) 77 (1.4) 69 (1.6) 72 (1.7) 73 (0.8)

"Americans at Their Best." .

‘AxmyNauona}Guard, A 1:03) f i -
" AirNational Guard -~~~ I0NA) o 0 NA) 0 (NA). ComA)
Army 10 (0.7) 9 (1.0) 7 (0.9) 8 (0.4)
Navy 4 (0.6) 4 (0.7) 3 (0.8) 4 (0.3)
Marine Corps 6 (0.7) 8 (1.0) 12 (1.2) 9 (0.5)
Don't Know/Refused 75 (1.4) 75 (1.6) 74 (1.5) 75 (0.8)

"You Can " e e r it e e D e G T S L NYAR 22 i e L et e e ez
Army National Guard ... 204 0 1LO4H o 104

Army 9 (1.0) 11 (1.3) 203 1Ay 1208
Navy 6 (0.6) 6 (1.0) 7 (1.0) 5 (0.8) 6 (0.4)
Marine Corps 4 (0.6) 5 (0.8) 4 (0.8) 4 (0.7) 4 (0.4)
Air Force 3 (0.6) 3 (0.5) 4 (0.6) 5.07) 4 (0.3)
Don't Know/Refused 73 (12) 71 (1.8) 70 (1.6) 72 (1.7) 71 (0.8)

Note: Tabled values are percentages with standard errors in parentheses.

3Estimates are based on 1,331 interviews.
bEstimates are based on 948 interviews.
CEstimates are based on 839 interviews.
dEstimates are based on 995 interviews.
CEstimates are based on 4,113 interviews.

Source: Q402, CALCAGE, Q615L, and Q615K.
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Summary of Slogan Recognition

ATS respondents are asked to identify slogans used in military advertising

Ycampaigns as one measure of advertising awareness. Although recognition of

A slogans remains higher among males than females, many similar trends in slogan recognition exist
among males and females. For example, correct recognition levels of slogans was similar for both
genders and, on the whole, slogan recognition decreased among all youth in 1997. Correct recognition
was most frequent for the Army slogan Be All You Can Be (which showed a slight increase in recognition
among males and females), the Air Force slogan Aim High, and the Marine Corps slogan The Few. The
Proud. (which showed a slight increase among males). Recognition was generally higher among 20-24

year olds than 16-19 year olds for both males and females.

Slogans used by the Coast Guard, Reserves, National Guard, and the Joint Service Advertising
Program were recognized by 2 percent or less of the youth in 1997. Generally, incorrect slogan
identifications favor the Army, although the Marine Corps was most frequently identified with the

National Guard slogan Americans at Their Best.
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Chapter Seven

7. MEDIA HABITS AND INTERNET USAGE AMONG THE
1997 YATS POPULATION

he increased popularity and affordability of personal computing in recent years has put

Tcomputers in many homes across the nation. This increase in personal computing has

also led to a boom in Internet services and usage. Today one may find an Internet Service Provider
within a local phone call from most homes in America. This availability has driven the cost of Internet
access down so that many households can afford to subscribe to Internet service. This, along with the

vast amount of quality information that is now available on the “Net,” has led to increased Internet

usage.

The Recruiting Services are taking advantage of this emerging technology to reach youth.
YATS, with its national reach across American youth, is an obvious platform to measure Internet usage
in general, and awareness of the Services’ recruiting efforts in particular. Internet questions were first

introduced to the YATS in 1996, and modified in 1997.

This chapter compares youths’ exposure to various media, including television, radio and
print as well as the Internet. More detailed results on Internet usage show modes of accessing the
Internet, access levels to Service web sites, and differences from 1996 to 1997. It presents estimates
and standard errors separately for males and females and breaks out results by demographics such as

age, race/ethnicity, and school status.

Media Habits of Youth

The 1997 YATS included seven media habits questions about TV, radio, magazines,

newspaper, and the Internet:
“How much time did you spend yesterday ...

... watching TV?
... watching TV, including the time the TV was on as background?

... listening to the radio?

... listening to the radio, including time spent in a car?
... reading magazines?

... reading newspapers?

... On the Internet_?
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Youth Attitude Tracking Study 1997: Propensity and Advertising Report
Media Habits and Internet Usage Among the 1997 YATS Population

During the development of the questions, we found, without prompting, some people
estimating time watching television took into account the time their television was on “in the
background” and some did not. Similarly, some people estimating time listening to the radio took into
account the time driving in their car and some did not. Consequently, we introduced two forms of
television and radio questions, and randomly selected one of each pair to ask each respondent. Each
respondent was asked 5 media habit questions, including one of the two versions about television, and

one of the two versions about radio.

Because the media habits questions refer to a particular day of the week (“yesterday”),
responses depended on the day of the week the YATS interview was conducted. For example, more
youth watch television on Thursday evenings than on other evenings. Thus, people interviewed on
Friday would be more likely to say théy watched television “yesterday” than people interviewed other
days. Weighting adjustments were made so that the statistics presented accurately represent the average

for all 7 days of the week. Details of these adjustments are shown in Appendix A.

For each 'media activity, Table 7-1 presents the percentage of youth who stated they had
spent “no time” on the previous day. The Table also presents the average time (in minutes) for each
specific media (those spending no time watching television, listening to the radio, etc., were not included
in the average). For example, 68.2 percent of the males and 74.1 percent of the females reported they
had not been on the Internet the day prior to their YATS interview. The average time on the Internet,

among those who had been on, was 87.8 minutes for the men, 72.7 minutes for the women.

The distribution of time spent is shown in Figures 7-1A through 7-1G. Figure 7-1B shows,
for example, about 23 percent of females, and slightly more males, spent about 2 hours' watching
television each day, including the time the television was on “in the background.” Clearly, youth spend
far more time watching television and listening to the radio than they do reading newspapers and
magazines. Figures 7-1E and 7-1F show few youth spend more than an hour a day reading magazines or
the newspaper; Figures 7-1A through 7-1D show many youth watch television or listen to the radio for 4
hours or more per day. Youth spend far less time on the Internet than watching television or listening to

the radio. But they spend more time on the Internet than reading magazines and newspapers.

! The time spent shown in Figures 7-1A through 7-1G actually represent ranges of responses. 1 - 19 minutes is labeled “15 mins;” 20 - 49
minutes is labeled “30 mins;” 50 - 79 minutes is labeled “1 hr;” 80 - 139 minutes is labeled “2 hrs;” 140 - 199 minutes is labeled “3 hrs;” 200
to 259 minutes is labeled “4 hrs;” 260 - 319 minutes is labeled “S hrs;” and more than 320 minutes is labeled “> 5 hrs.” Generally, the label
matches the modal response in each category. For example, of those who spent some time watching television, but no more than 20 minutes,
“15 minutes” was the most frequent response.
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Table 7-1.  Fall 1997 YATS — Media Habits, by Gender

Males Females
Percent Percent
Spending Mean Time' Spending Mean Time' _
Question No Time (in Minutes) No Time (in Minutes)
How much time did you spend yesterday...?

Watching TV 14.8 (0.8) 132.6 (2.8) 17.7 (0.7) 131.5 (3.3)

Watching TV, including the time

the TV was on as background 11.2 (0.6) 158.2 (3.0) 13.6 (0.7) 178.6 (4.7)

Listening to the radio 149 (0.7) 148.6 (3.7) 17.1 (1.1) 140.4 (3.4)

Listening to the radio, including

time spent in a car 8.2 (0.6) 173.3 (3.3) 9.0 (0.8) 166.6 (4.9)

Reading magazines 54.1 (0.7) 50.4 (0.9) 62.0 (0.8) 51.6 (1.2)

Reading newspapers 41.0 (0.8) 34.7 (0.5) 50.3 (0.9) 34.6 (0.8)

On the Internet 68.2 (0.8) 87.8 (2.8) 74.1 (0.9) 72.7 (2.8)

Note: Tabled values are percentages with standard errors in parentheses.

! Computations excluded responses that were greater than 16 hours for TV, radio, and Internet and greater than 5 hours
for magazines and newspaper. These responses were considered to be outliers and were dropped from the analysis.

Source: Q402, Q590A, Q590A1, Q595A, Q595A1, Q600C, Q596A, and Q608E2.

In general, the media habits of males and females are similar. Males are somewhat more
likely than females to watch television, listen to the radio, read a magazine or newspaper, or get on the

Internet on any particular day, and average times spent by men in various media habits are somewhat

greater. An exception: more females are likely to have the television on “ in the background” for over

5 hours a day.
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Measures of Internet Usage

uestions on Internet use first appeared in YATS in 1996. Some of the questions were

Qreﬁned in 1997, and more questions were added. In general, YATS determined the

percent of youth who accessed the Internet, how often they accessed the Internet, how long they stay;d
on, from what locations they accessed the Internet (home, school, work, etc.), and how they found
specific sites on the Internet. YATS also asked about youth access to military home pages. The
following sections present YATS findings with respect to these questions, and show how the answers

vary by gender, age, race/ethnicity, and school status.

Internet Access. YATS respondents were asked:
“Have you ever accessed or used the Internet [for something other than e-mail]?”

The bracketed phrase, “for something other than e-mail,” was added in the 1997 version of the question.
A biannual study of 7,500 U.S. households conducted by Computer Intelligence showed that electronic
mail and web surfing are the most common Internet applications.” Since our objective was to evaluate
Internet use as it might lead to information about military service, we excluded Internet use dedicated
exclusively to e-mail. Table 7-2 shows the percent of youth responding affirmatively by gender, age,

race/ethnicity, and school status.

These data show Internet access increased significantly among young people from 1996 to
1997. Among all males, it increased from 53.0 percent to 64.3 percent. The increase among females,
from 47.3 percent to 61.6 percent, was even higher, so that the difference in usage between males and

females was reduced from 5.7 percentage points in 1996 to 2.7 percentage points in 1997.

Internet access increased among all the demographic groups shown in Table 7-2. It
increased for both students and nonstudents at all levels of education. It increased for ail age groups, and
it increased among Whites, Blacks,> and Hispanics. Since the 1997 question specifically excluded
Internet usage limited to e-mail, and the 1996 question did not, the statistics in Table 7-2 may actually

underestimate the increase in Internet usage. -

21997 Consumer Technology Index (CTI) Study, Judith Vanderkay and Lauren Muckian, Computer Intelligence, Available HTTP: hitp://www.
ci.zd.com/news/PC_Penetration3.htm

3 The increase for Black males was statistically significant for a=0.1, but not for 0=0.05; other differences among males are statistically
significant at a=0.05. —
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Table 7-2. Internet Usage, by Gender, Age, School Status and Race/Ethnicity, 1996-1997

Males Females

Question 1996 1997 1996 1997
Have you ever accessed or used the
Internet [for something other than e-mail]?

Total 53.0 (0.6) 64.3 (0.6) 47.3 (0.9) 61.6 (0.8)
Age

16-17 544 (1.1) 69.0 (1.3) 478 (1.6) 63.1 (1.4)

18-19 54.0 (1.4) 65.2 (1.3) 495 (2.1) 64.7 (1.7)

20-21 52.8 (1.7) 61.4 (1.2) 49.6 (1.6) 62.3 (2.0)

22-24 . 51.1 (1.3) 61.7 (1.5) 440 (1.7) 57.9 (1.7)
Students

Non-senior high school student 51.8 (1.4) 66.6 (1.6) 42.1 (2.4) 59.0 (1.8)

High school senior 52.7 2.0) 71.1 (1.7) 513 (2.4) 67.3 (2.0)

Postsecondary/Graduate student 78.4 (1.0) 88.7 (0.8) 694 (1.4) 834 (1.1)
Non-Students

Non-completer 23.8 (2.0) 32.7 (1.6) 20.1 (2.6) 29.0 2.1)

High school graduate 34.7 (1.6) 45.0 (1.8) 23.4 (2.0) 351 (2.1)

Some college 50.4 (2.6) 64.8 (3.1) 427 (3.1) 55.6 (3.1)

College graduate 85.7 (2.1) 925 (1.7) 71.8 (3.6) 93.0 (1.8)
Race/Ethnicity

White 59.1 (0.7) 71.8 (0.7) 54.0 (1.0) 68.4 (0.9)

Black 349 (1.9) 40.7 (2.7) 30.7 (2.1) 46.8 (2.4)

Hispanic 37.4 (1.5) 50.5 (1.8) 32,5 (24) 43.0 2.1)

Note: Tabled values are percentages of the youth population with standard errors in parentheses.

Source: Q402, Q608B, CALCAGE, EDSTAT, Q714, and Q715.

The greatest demographic differences in Internet access are related to education. Less than
a third of high school non-completers say they have been on the Net in the past year; while over 90
percent of college graduates say they have been on the Net. Internet access was most common among

college graduates and postsecondary/graduate students.

Internet usage appears to decrease with age, particularly among young males (which are the
primary focus of military recruiters). For example, in 1997 approximately 67 percent of 16-19 year-old
males had accessed the Internet, compared to approximately 61 percent of 20-24 year-old males. These

data do not show a clear relationship between age and Internet access among 16-21 year-old females (the
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differences are statistically insignificant), although fewer 22-24 year-old females than 16-21 females

accessed the Internet.

The relationship one might expect between age, education, and Internet access is complex.
If Internet access is increasingly encouraged and facilitated in high schools, for example, persons who
have already graduated or dropped out of high school are less likely to access the Internet. This suggests
Internet use would decline with age. If Internet use is encouraged more among postsecondary students
than among high school students, one might expect Internet use to be more common among (older)
college students than among (younger) high school students. Thus, large differences among educational

groups in their Internet habits do not directly translate to relationships between age and Internet use.

In both 1996 and 1997, Internet access was clearly greater for Whites than minorities,
regardless of gender. In 1997, Internet usage was significantly higher among White males (71.8 percent)
than Hispanic males (50.5 percent), and significantly higher for Hispanic males than Black males (40.7

percent). Access levels among Black females and Hispanic females did not differ significantly.

Frequency of Internet Access. Respondents who said they had been on the Internet were
asked:

“In the last year, how many times have you accessed the Internet?”

Table 7-3 shows the frequency of Internet usage within the past year among youth who have been on the
Internet. The question was open-ended—tesponse options were not read to respondents. The levels
shown in the table are the categories used by interviewers to tabulate responses. If a respondents said
they were on the Internet “every day” or “almost daily,” their response would be tabulated as “Almost
Daily.” If they said they were on “once or twice a week,” their response would be tabulated as “Less
than Daily.” Thus, “less than daily” might be read as “weekly;” “less than weekly” might be read as
“monthly.” The results show that almost one-half of male Internet users (49.3 percent) and
approximately 39 percent of female Internet users who had been on the Net were accessing the Internet

on at least a weekly basis.
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Table 7-3. Fall 1997 YATS - Frequency of Internet Usage, by Gender, 1997

Males Females
Question Percent Cumulative Percent Cumulative
In the last year, how many times
have you accessed the Internet?
Almost daily 29.7 (0.6) 29.7 20.5 (0.8) 20.5
Less than daily 19.6 (0.8) 49.3 18.1 (0.8) 38.6
Less than weekly 17.2 (0.6) 66.5 18.5 (1.0) 57.1
6 — 11 times (less than monthly) 10.6 (0.6) 771 10.7 (0.6) 67.8
3 -5 times ' 12.5 (0.5) 89.6 17.1 (0.9) 849
Once or twice 8.8 (0.5) 98.4 12.9 (0.8) 97.8
Did not access within the past year ’ 0.8 (0.2) 99.2 1.2 (0.2) 99.0

Note: Tabled values are percentages of Internet users with standard errors in parentheses.

Source: Q402 and Q608D.

Table 7-4A shows the percent of all youth who access the Net at least weekly. Differences
in the percent of youth who have ever used the Internet (Table 7-2) are evident in the percent of youth
who access the Net at least weekly. For all groups, the percent who reported weekly use of the Net
increased from 1996 to 1997. The percent of females who access the Net weekly nearly doubled, from
12.9 percent in 1996 to 23.8 percent in 1997. The percent of males who accessed the Net weekly
increased by two-thirds, from 18.9 percent to 31.7 percent.

Dramatic differences in weekly access rates are evident among educational and race/ethnic
groups. Compared to high school students, college students are twice as likely to access the Net weekly.
College graduates are over 6 times more likely to access the Net weekly than high school dropouts.

More than twice as many Whites are likely to access the Net weekly as Blacks or Hispanics.

Table 7-4B shows the percent of Internet users who access the Net at least weekly. It shows
the patterns observed above are sustained, even if only Internet users are considered. More Internet users
were accessing the Net weekly in 1997 than in 1996. Among Internet users, those with more education
are more likely to access the Net weekly. More White Internet users than minority Internet users access
the Net weekly. Differences in the percent of males and females who access the Net at all were similar
(64.3 percent vs. 61.6 percent, Table 7-2). But differences in weekly access rates among Internet users
are relatively large. For example, 49.3 percent of male Internet users access the Net weekly in 1997,

compared to 38.7 percent of female Internet users.
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Table 7-4A. Fall 1997 YATS - Youth Who Access the Internet at Least Weekly, by Gender, Age, School Status,

and Race/Ethnicity, 1996-1997

Males Females
. Question 1996 1997 1996 1997 -
Total 18.9 (0.5) 31.7 (0.6) 12.9 (0.5) 23.8 (0.7)
Age
16-17 15.7 (0.7) 29.9 (1.0) 8.8 (0.9) 17.3 (1.1)
18-19 17.5 (0.8) 303 (1.4) 13.0 (1.1) 25.6 (1.4)
20-21 20.8 (1.3) 31.7 (1. 16.5 (1.5) 29.1 (1.3)
22-24 21.2 (0.9) 34.1 (1.3) 13.4 (0.8) 23.9 (1.3)
Students
Non-senior high school student 13.9 (0.9) 29.0 (1.3) 6.3 (0.8) 15.9 (1.6)
High school senior 13.7 (1.1) 28.5 (1.6) 11.0 (1.5) 17.6 (1.5)
Pbstsecondary/Graduate student 35.6 (1.2) 57.0 (1.1) 22.8 (1.1) 41.3 (1.5)
Non-Students
Non-completer 5.4 (0.8) 10.0 (1.1) 3.0 (0.8) 6.3 (1.1)
High school graduate 8.8 (0.9) 15.0 (1.4) 5.0 (1.2) 9.3 (14)
Some college 19.1 (1.7) 28.3 (2.8) 13.8 (2.4) 224 (2.7)
College graduate 40.1 (3.1) 60.6 (3.3) 25.0 (2.8) 42.1 (3.8)
Race/Ethnicity
White 21.4 (0.6) 37.0 (0.9) 14.3 (0.6) 27.4 (1.0)
Black 9.2 (1.3) 17.6 (1.7) 9.7 (1.2) 16.3 (1.8)
Hispanic 10.4 (1.1) 17.6 (1.3) 79 (1.2) 12.8 (1.4)

Note: Tabled values are percentages of the youth population with standard errors in parentheses.

Source: Q402, Q608D, CALCAGE, EDSTAT, Q714, and Q715.
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Table 7-4B. Fall 1997 YATS — Internet Users Who Access the Internet at Least Weekly, by Gender, Age, School
Status, and Race/Ethnicity, 1996-1997

Males Females

Question 1996 1997 1996 1997 -

Total 35.6 (0.8) 49.3 (0.9) 27.2 (1.0) 38.7 (1.1)
Age

16-17 28.8 (1.1) 434 (1.3) 18.3 (1.7) 27.5 (1.6)

18-19 324 (1.3) 46.5 (1.9) 26.3 (2.2) 39.6 (2.1)

20-21 39.3 (2.3) 51.6 (1.9) 33.2 (2.9) 46.8 (1.8)

22-24 41.5 (1.5) 553 (1.7) 30.5 (1.6) 412 (2.2)
Students )

Non-senior high school student 26.8 (1.4) 435 (1.7) 14.9 (1.8) 26.9 (2.7)

High school senior 26.0 (1.8) 40.0 (1.8) 21.4 (2.6) 26.2 (2.2)

Postsecondary/Graduate student 454 (14) 64.3 (1.3) 32.8 (1.6) 49.5 (1.6)
Non-Students

Non-completer 22.5 (3.3) 30.5 (3.2) 14.7 (4.1) 21.8 (4.0)

High school graduate 252 (2.33) 33.2 (2.8) 214 (4.3) 26.5 (3.2)

Some college 37.9 (2.5) 43.6 (3.8) 32.3 (4.9) 40.3 (4.3)

College graduate _ 46.8 (3.7) 65.5 (3.3) 34.8 (3.3) 453 (3.9)
Race/Ethnicity

White 36.3 (0.9) 51.4 (1.1) 26.5 (1.0) 40.0 (1.2)

Black 26.5 (3.4) 433 (3.5) 31.6 (3.5) 348 (3.4)

Hispanic 27.7 (2.8) 349 (2.49) 24.3 (3.4) 29.8 (3.0)

Note: Tabled values are percentages of Internet users with standard errors in parentheses.

Source: Q402, Q608D, CALCAGE, EDSTAT, Q714, and Q715.

Locations from Which Users Access the Internet. Respondents who said they had been

on the Internet were also asked:

“Where have you accessed or used the Internet?”

The question was open-ended, and no response categories were suggested to the respondents. In 1996,
interviewers were told to tabulate answers using the categories “Home,” “School,” “Work,” “Library,”
and “Other.” Respondents were encouraged to identify all the places from which they accessed the
Internet, so multiple responses were allowed. Thus, the percentages (shown in Table 7-5) add to more
than 100 percent. As Table 7-5 shows, a large percentage of 1996 responses did not fit any of the first

four categories. Observation of a few interviews suggested that many youth were accessing the Internet
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from a friend’s or relative’s home. The 1997 YATS was revised accordingly to include
“Friend’s/Relative’s” as a response category. As seen in Table 7-5, friend’s/relative’s location seem to
have accounted for the majority of the “other” response which were observed in 1996. The categories
“Cafe” and “Recruiter’s Office” were also added, but few respondents mentioned accessing the Internet

from these locations.

Table 7-5. Fall 1997 YATS - Location of Internet Usage, by Gender, 1997

Males Females
Question 1996 1997 - 1996 1997
Where have you accessed
or used the Internet?
School 60.5 (0.9) 63.8 (0.8) . 60.3 (1.0) 65.1 (1.0)
Home 47.3 (0.8) 51.7 (0.8) 416 (1.1) 46.2 (1.3)
Work 14.1 (0.7) 14.7 (0.6) 13.0 (0.8) 15.4 (0.7)
Library 6.6 (0.5) 13.1 (0.6) 4.7 (0.4) 12.5 (0.7)
Friend’s/Relative’s - 34.8 (0.7) - 29.3 (0.7)
Café - 14 (02) - 0.8 (0.2)
Recruiter’s office - ) 0.0 (n/a) - 0.0 (n/a)
Other location 32.0 (0.9) 2.8 (0.3) 255 (1.1) 2.1 (0.3)

Note: Tabled values are percentages of Internet users with standard errors in parentheses.
— Response category not available for 1996.

Source: Q402 and Q608C.

Although over 60 percent of Internet users say they accessed the Net from school, it appears
that the Net is most frequently accessed from private residences (home + friend’s/relative’s).* Relatively
few (about 1 in 8) Internet users report accessing the Internet from work. Fewer than 2 percent of
Internet users mentioned cafes or similar commercial places for Internet access, and practically none of

the youth mentioned accessing the Internet from a military recruiter’s office.

Internet access from libraries is small (about 1 in 8), but nearly doubled among males (from
6.6 percent in 1996 to 13.1 percent in 1997) and more than doubled among females (4.7 percent to 12.5
percent). The percent of Internet users mentioning each location increased significantly from 1996 to

1997 with one exception: the percent of male users mentioning work.

4 Note that some youth may have said both “home” and “friend’s/relative’s” so the percent accessing the Net from a private residence isn’t the
sum of these two percentages.
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Table 7-6 presents by age group the percent of Internet users accessing the Net from
different locations. Clearly, work-related Internet access increases with age. Over a quarter of 22-24
year-olds and approximately 18 percent of 20-21 year-olds reported accessing the Internet from work,
compared to about 5 percent of 16-17 year-olds. As one might expect, access from schools (and
libraries) was less frequent among older Internet users. Significantly more 16-17 year-old users (40
percent) than older users had accessed the Internet at homes outside of theirs. These high school-aged

youth may have more opportunity to visit their friends’ homes than older youth.

Table 7-7A presents, by educational group, the percent of male Internet users accessing the
Net from various locations. Corresponding figures for females are found in Table 7-7B. Generally, the
patterns of usage, by educational group, are what might be expected. Access from school was higher
among students than nonstudents. Mofe college students than high school students accessed the Internet
from school. A surprisingly large percentage of non-students reported accessing the Internet from

school—perhaps because they have been students recently.

Access from home seems to reflect socioeconomics: recent surveys have shown that home
PC ownership remains closely linked to education and income.* Tables 7-7A and 7-7B show home
access is lowest among high school dropouts and high school graduates who have not gone to college.
These individuals are most likely to have recently set up households independent of their parents, and are
least likely to be able to afford a PC. High school and college students are more likely to live in (or
frequently visit) a relatively affluent parental household; college graduates are more likely to afford a PC
of their own. The relatively low access from a friend’s or relative’s house by both college students and
college graduates may also flow from relative affluence—they are more likely to have access from their

own home, and therefore less likely to use a friend’s or relative’s.

Access from work increases with education. Apparently, Internet users who have graduated
from college are more likely to have jobs that require Internet use, or at least to work in environments

where the Internet is accessible.

Patterns of locations from which the Internet was accessed were generally similar for male
and female Internet users. However, male college graduates were more likely than female college
graduates to report accessing the Internet from work. And, among Internet users who are high school
dropouts and college graduates, males were more likely than females to report accessing the Internet

from the library.

51998 Consumer Technolegy Index (CTI ) Study, Computer Intelligence.
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Chapter Seven

Table 7-8 presents location of Internet access by gender and race. More than twice as many
Black Internet users accessed the Net from the library compared to White Internet users. In contrast,
significantly more White Internet users accessed the Internet from home than Blacks or Hispanics.

Obviously, this is due to socioeconomic differences between Whites and minorities. _

Methods Used to Find Internet Sites. The YATS also included six questions about

methods used to find sites on the Internet:

o “Do you use search engines to find sites on the Internet?”

o  “Do you use web addresses found in magazines or mentioned on TV or radio to find
sites on the Internet?”

o  “Do you click on ON-LINE advertising to find sites on the Internet?”
o “Do you go to web sites suggested by parents, friends, or others?”
o “Do you go to web sites recommended by teachers?”

o  “Do you ever just surf the web to find sites on the Internet?”

To conserve survey administration time, only one-half of the users, randomly selected, were asked these

questions.

Results from these questions are presented in Table 7-9. On-line advertising, used by less
than 30 percent of Internet users, was least common. All other methods were used by a majority of
Internet users. As might be expected, males are somewhat more likely to find sites by surfing the web
(80.7 percent of males vs. 73.6 percent of females). Females are somewhat more likely to find sites as a

result of teacher recommendations (65.3 percent of females vs. 55.4 percent of males).

In general, utilization of different methods of finding Internet sites did not differ by the
educational status of Internet users. Roughly the same percent of youth, for example, reported surfing
the web, regardless of educational status. Postsecondary students and college graduates, however, were
more likely to report using search engines. For example, among males, 87 percent of college graduates,
75 percent of postsecondary students, about 57 percent of high school seniors, and about 43 percent high
school graduates reported using search engines. Students, of course, were more likely to report finding

sites recommended by teachers.
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Table 7-9.  Fall 1997 YATS — Methods for Finding Internet Sites, by Gender

Question Males ' Females

Do you (use)...to find sites on the Internet?

Surf the web 80.7 (0.9) 73.6 (1.3)
Web addresses found in magazines or .

mentioned on TV or radio 76.0 (1.0) 68.4 (1.2)
Web sites suggested by parents, friends, or others 74.6 (1.1) 76.6 (1.2)
Search engines 62.1 (L.1) 58.5 (1.5)
Web sites recommended by teachers 55.4 (1.1) 65.3 (1.6)
On-Line advertising 29.5 (1.0) 29.1 (1.3)

Note: Tabled values are percentages of Internet users with standard errors in parentheses.

Source: Q402, Q608J6, Q60812, Q608J4, Q608J1, Q608J5, and Q608J3.

Access of Military Web Sites. All youth who had accessed the Internet were asked:
“Have you ever seen or visited a home page for one of the military Services?”

and those who responded affirmatively were further queried:

“Have you ever seen or visited a home page which provides information about serving in
the military?”

Those who answered “yes” to this received the follow-on question: “Which Services?”

Results are shown in Table 7-10. The percentages in Table 7-10 are of all youth, not just of
the Internet users. Thus, 8.1 percent of all 16-24 year-old males and 4.1 percent of 16-24 year-old
females had seen a Service web page in 1997. While these percentages are small compared, say, to the
percent of youth who had seen or heard military advertising, they more than doubled between 1996 and
1997.
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Table 7-10. Fall 1997 YATS — Access of Military Web Sites, by Gender, 1997

Males Females
Question 1996 1997 1996 1997
Have you ever seen or visited a home )
page for one of the military Services? 3.3 (0.2) 8.1 (0.4) 1.5 (0.2) 4.1 (0.3)
Have you ever seen or visited a home
page which provides information about
serving in the military? 1.8 (0.2) 4.8 (0.3) 0.8 (0.1) 2.2 (0.2)
... Which Services?
Army 0.8 (0.1) 2.0 (0.2) 0.4 (0.1) 0.7 (0.1)
Navy 0.6 (0.1) 1.9 (0.2) 0.3 (0.1) 0.7 (0.1)
Marine Corps . 0.7 (0.1) 1.8 (0.2) 0.2 (0.1) 0.6 (0.1)
Air Force 0.7 (0.1) 1.9 (0.2) 0.3 (0.1) 0.8 (0.0)
Coast Guard 0.1 (0.0) 0.3 (0.1) 0.1 (0.0) 0.1 (0.0)

Note: Tabled values are percentages of Internet users with standard errors in parentheses.
Source: Q402, Q608F, Q608G, and Q608H.

Table 7-10 also shows the percentage of youth who had seen each specific Service’s web
page containing information on serving in that Service. Exposure to this type of information more than
doubled between 1996 and 1997 for all Services (except the Coast Guard among females). While the
percentages are still very small in magnitude (2 percent or less), the trend is very positive. This growth
in “reach” is surely a finding that must be considered by the Services who are planning their future

marketing/advertising campaigns.

Table 7-11 shows the percent of youth, by age, educational status, and race/ethnicity, who

have visited a home page for one of the military services. Table 7-12 shows the percent who have visited

a military home page which provides information about serving in the military. Visiting military web
pages is more common among younger men than among older men. In 1997, for example, significantly
more 16-19 year-old males (9 - 10 percent) than 20-24 year-old males (about 7 percent) had seen a

military web page. Similar age differences were not observed among females.

7-20 WESTAT




Chapter Seven

Table 7-11.  Fall 1997 YATS — Access of Military Web Sites, by Gender, Age, School Status, and
Race/Ethnicity, 1996-1997

Males Females

Question 1996 1997 . 1996 1997
Have you ever seen or visited a home
page for one of the military Services?

Total . 33 (0.2) 8.1 (0.4) 1.5 (0.2) 4.1 (0.3)
Age

16-17 4.6 (0.5) 10.1 (0.7) 1.6 (0.4) 4.2 (0.6)

18-19 2.9 (0.4) 8.9 (0.9) 1.7 (0.4) 3.8 (0.6)

20-21 3.1 (0.5) 6.8 (0.7) 1.6 (0.4) 4.5 (0.8)

22-24 ’ 29 (0.4) 6.8 (0.7) 1.1 (0.3) 4.0 (0.6)
Students

Non-senior high school student 3.9 (0.6) 10.4 (0.8) 2.0 (0.6) 4.2 (0.8)

High school senior _ 5.7 (0.8) 9.0 (1.0) 1.7 (0.8) 4.0 (0.8)

Postsecondary/Graduate student 3.8 (0.6) 1.7 (1.0) 22 (0.4) 5.5 (0.7)
Non-Students

Non-completer 0.9 (0.3) 3.2 (0.7) 0.1 (0.1) 1.4 (0.6)

High school graduate 2.5 (0.5) 42 (0.7) 1.0 (0.4) 2.4 (0.7)

Some college 2.4 (0.8) 7.7 (1.4) 0.3 (0.3) 49 (1.3)

College graduate 6.3 (1.6) 10.8 (2.7) 25 (LD 6.4 (1.8)
Race/Ethnicity

White , 3.7 (0.3) 9.8 (0.5) 1.7 (0.2) 4.5 (0.4)

Black 1.6 (0.5) 2.0 (0.6) 1.0 (0.5) 3.0 (0.9)

Hispanic 2.8 (0.7) 5.5 (0.7) 1.4 (0.5) 3.2 (1.0)

Note: Tabled values are percentages of Internet users with standard errors in parentheses.

Source: Q402, Q608F, CALCAGE, EDSTAT, Q714, and Q715.
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Table 7-12. Fall 1997 YATS — Access of Military Web Sites, by Gender, Age, School Status, and
Race/Ethnicity, 1996-1997

Males Females
Question 1996 1997 1996 1997
Have you ever seen or visited a home
page which provides information about
serving in the military?
Total 1.8 (0.2) 4.8 (0.3) 0.8 (0.1) 2.2 (0.2)
Age
16-17 2.5 (0.4) 5.8 (0.5) 1.0 (0.3) 2.5 (0.4)
18-19 1.5 (0.3) 5.9 (0.6) 1.1 (0.4) 2.6 (0.5)
20-21 : 1.8 (0.3) 4.2 (0.5) 0.7 (0.3) 2.1 (0.6)
22-24 1.5 (0.3) 3.7 (0.4) 0.4 (0.2) 1.8 (0.2)
Students
Non-senior high school student 22 (0.4) 6.0 (0.6) 1.2 (0.4) 2.6 (0.6)
High school senior 2.8 (0.5) 5.6 (0.8) 1.5 (0.6) 2.7 (0.7)
Postsecondary/Graduate student 1.9 (0.3) 7.2 (0.7) 0.7 (0.3) 25 (0.5)
Non-Students
Non-completer 0.5 (0.2) 2.3 (0.5) 0.1 (0.1) 0.8 (0.4)
High school graduate 1.7 (0.3) 2.2 (0.5) 0.8 (0.4) 1.0 (0.3)
Some college 1.6 (0.6) 42 (1.2) 0.3 (0.3) 2.9 (1.0)
College graduate 2.9 (1.0) 5.0 (1.7) 0.7 (0.7) 3.9 (1.4)
Race/Ethnicity
White 2.1 (0.2) 5.9 (0.4) 0.8 (0.2) 2.4 (0.3)
Black 0.9 (0.4) 1.4 (0.4) 0.7 (0.4) 1.6 (0.6)
Hispanic 1.0 (0.3) 34 (0.7) 0.8 (0.4) 1.7 (0.6)

Note: Tabled values are percentages of the youth population with standard errors in parentheses.

Source: Q402, Q608G, CALCAGE, EDSTAT, Q714, and Q715.

Access of military web pages increased significantly for all educational groups. To some
degree, the likelihood of visiting a military web page roughly follows the likelihood of being on the
Internet—those most likely to have accessed the Internet at least weekly (college students and college
graduates, Table 7-4A) are most likely to have visited a military home page. However, among Internet
users, high school students are more likely to have visited a military home page. Comparing Tables 7-11
with 7-4A, for example, shows about 1 in 7 high school students who are on the Internet weekly have
visited a home page which provides information about military service. In contrast, about 1 in 13 college

graduates who are on the Internet weekly have visited a military home page which provides information
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about military service. Among Internet users, high school students appear most likely to visit a home

page that provides information on military service.

his chapter has presented findings on the media habits and Internet usage of young

Tmen and women. Results show on any particular day, most youth (83 to 89 percent)

watch television and listen to the radio. Those who watch television or listen to the radio typically spend
2 hours or more doing so. In contrast, only about half of youth read a magazine or a newspaper on any
particular day. Those who do read magazines or newspapers spend, on average, less than an hour doing
so. Youth typically spend less time in the Internet than watching television or listening to the radio, but
more time than reading magazines or newspapers. About a third of men and a quarter of women were on

the Net on any particular day; on average, they spent more than an hour on the Net.

Internet usage has increased significantly from 1996 to 1997; the increase was greater
among females than males. In 1997, more than three-fifths of both men and women reported they had
been on the Net. Nearly a third of men and a quarter of women report they are on the Net at least
weekly. Internet use varies with education: over 90 percent of college graduates report they have been
on the Net; less than a third of high school non-completers report they have been on the Net. More
college students than high school students have been on the Net.

Over 60 percent of Internet users access the Net from school. About half access the Net
from their home, and a third from a friend’s or relative’s home. About one-sixth of Internet users report
accessing the Net from work, and about one-sixth report accessing the Net from libraries. Access from
libraries doubled (among men) or tripled (among women) from 1996 to 1997. The locations from which
Internet users access the Net are predictable: Nonstudents with more education (and presumably greater
affluence) are more likely to access the Net from home; Whites are more likely than minorities to access
the Net from Home. Those with more education are more likely to access the Net from work. Younger

respondents are more likely to access the Net from a friend’s or relative’s house.

The majority of users report they find Internet sites by just “surfing the web;” from web
addresses found in print, TV, or radio advertising; from suggestions of others; and by using search

engines. Less than one-third of Internet users said they find sites through on-line advertising.

Relatively few youth (8 percent of all young men and 4 percent of young women) reported

they had visited a home page for one of the military Services. Even fewer reported they had visited a
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home page which provides information about serving in the military. About 2 percent of men and less
than 1 percent of women reported visiting Web sites for particular Services (i.e., Army, Navy, Marine

Corps, and Air Force). However, in almost all instances, the percent of youth visiting a military home
" page in 1997 was at least double the 1996 statistic. Thus, the Internet holds promise as a significant

means for the Services to provide information on military service to interested, technically-savvy youth.
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APPENDIX A

CALCULATION OF ADJUSTMENT WEIGHTS FOR MEDIA HABITS
REPORTING '

Figure A-1 presents the total number of completed YATS interviews for males and
females by the day of week. For males and females the patterns of completions are very similar. The
fewest number of interviews were completed on Sundays and Fridays and the greatest number of

interviews were completed on Monday.

Interviews

T T T

Sunday Monday Tuesday Wednesday Thursday Friday Saturday

| —8—Males —a—Females |

Figure A-1.  Fall 1997 YATS — Completed YATS Interviews by Day of Week

This variation in completed interviews by day of the week was considered potentially
problematic for the reporting of media habits. Media habits, such as television viewing or listening to
the radio, are reported by respondents for the day prior to the interview. Given the distribution of
completed interviews by day of week, an unadjusted reporting of media habits would underrepresent
Saturday and Thursday viewing behavior and overrepresent Sunday media habits. To even the
contribution of media habits by day of week, and so report for a "standardized" period one day prior to
the interview, adjustment weights were calculated. Table A-1 presents the weighted counts of

completed interviews by day of week. Table A-2 presents the adjustment factors computed for each

day of the week.
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Table A-1. Weighted Count of Completed Interviews by Gender and Day of Week

Gender Sunday Monday | Tuesday |Wednesday| Thursday Friday Saturday Total Average
Males 1,920,904 2,649,527 2,680,077| 2,449,445| 2,461,897 1,797,167| 2,340,378 16,299,395| 2,328,485
Females 1,802,001 2,777,983| 2,632,944] 2,617,047| 2,413,609| 1,843,195| 2,171,670} 16,258,448| 2,322,635
Table A-2. Adjustment Factors by Gender and Day of Week

Gender Sunday Monday Tuesday Wednesday Thursday Friday Saturday

Males 1.2122 .8788 .8688 .9506 9458 1.2956 .9949
Females 1.2889 .8361 .8821 .8875 .9623 1.2601 1.0695

(16,299,395 + 7) for males and 2,322,635 (16,258,448 <+ 7) for females.

The average number of weighted YATS respondents for a week day was 2,328,485
To calculate the

adjustment factor for media habits, this average was divided by the actual weighted count of

respondents for a particular day.

For example the adjustment factor for males for Monday is

2,328,485 + 2,649,527 or 0.8788 (The factors displayed in Table A-2 are not presented in full

precision.). YATS survey sample weights were then multiplied by these factors. As a result, each

week day has an equal contribution in summarizing the media habits of YATS respondents.

A-2
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